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DECORATIVE SQUARES 


Make your own background screens and display panels with these 

attractive, double-faced, deep-dimensioned squares of thick plastic. Each | 
is 12x 12" and %" thick; choice of jet black or pure white with fine gold detail work. | 
May be assembled into units of any size or shape by means of thin steel shims which fit into 
slots on squares’ edges on all four sides. 


No. 1190-B Diamond Design Square. Bieck with Gold Detail. 
No. 1190-W Diamond Design Square. White with Gold Detail. 


Any Style: $14.75 Dozen 


WANT SAMPLES? Two Squares, assorted colors and styles, with photo suggesting use ideas . . . 


No. 1190-AB Circle Design Square. Black with Gold Detail. 
No. 1190-AW Circle Design Square. White with Gold Detail. 


$2.00 postpaid. 
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For Spr ing and Haster Promotions 


Win top honors and lead the Parade by using these exciting new comura art 


panel designs and dimensional props in your windows and interiors. They are 
full of the bright, first touch of spring, Easter spirit and colorings. They will 


help you create settings in the true tradition of the Spring and Easter season. 
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A set of five; two rabbits, three flowers. Colorful, sturdy, 
each self-standing, fabricated from %” homosote, 40” high. 
$8.95 each; set of 5, $39.95 per set. 

















high, created in sturdy vacuum formed plastic. Un- 
limited in use, perfect for year round application. 


No. 5768 
Diagonal Grillework, 
white . . . $9.50 each; 

$95.00 per dozen 





No. 5769 
Diagonal Grillework, 
gold plated . . . $13.95 each; 
$139.50 per dozen 
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Enamel-on-steel paintings by Edward 
Winter Studio, Cleveland, help drama- 
tize this display from the Rhapsody of 
Steel promotion conducted by Higee's, 
Cleveland, last November. The blue 
grillework arches were among 300 sup- 
plied by U.S. Steel in the three Steel- 
mark colors. They were designed by Al 
Lanza, display director, and constructed 
to his specifications. He tells about the 
promotion on page 1/3 of this issue. 


* 
OUR NEXT ISSUE 


Special event promotions are one way 
for stores to boost traffic and sales 
during particularly slack periods. To 
assist displaymen with planning and ex- 
ecuting such storewide sales stimulators, 
DISPLAY WORLD will photographically 
summarize many of the outstanding such 
promotions of the past year coast-to- 
coast. There will be many ideas you 
can use, no matter what the size of your 
store. Of course, all this will be in 
addition to our regulor features and 
diversified articles. It's the April issue 

.. in the mails March 20. 
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Published monthly at $5.00 a year for the 
United States and Canada. To foreign 
countries, $6.00 a year. Canadian and foreign 
orders payable in U.S. funds by International 
money order or New York bank draft. Single 
copies 60 cents. Send all subscription orders 
direct to the publication office at Cincinnati. 
Changes of address must be reported at least 
two weeks in advance of effective date, other- 
wise missed copies cannot be supplied. 
Entered as second class matter September 20, 
1922, at postoffice at Cincinnati, Ohio, under 
act of March 3, 1879. 
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Pass This Issue Along 
You get the most value from DISPLAY 
WORLD when you share it with others. 
See that it reaches other executives of 
your organization and the members of 
your department. 
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A Sensational New Product for Decorating 


Not a Paint — Not a Lacquer 


For a Smooth 
Brilliant Finish 
Like Gold 
Leaf Itself! 


The Result 
Of 14 Years 
Of Research 


* \ : 5 
: * rea ASTING 
einai ties 


Contains Pure Gold 


Fused Gold looks like real gold leaf. The finest of materials have been scien- 
tifically blended together to make a smooth finish which resists fingerprints 
and tarnish and seals itself in permanently. It makes a thin, hard finish which 
is fast drying and does not crack or peel. Priming is not necessary on old 
painted surfaces, and it can be used on wood, metal, ceramics, plastic and most 


other surfaces. 


Our files are filled with hundreds of testimonials from completely satisfied users. We're 
sure you will join them in their satisfaction once you have tried Fused Gold. 


SPECIAL TRIAL OFFER ... 


SEND $1.00 FOR THE $2.25 SIZE. IF NOT MORE THAN SATISFIED 


YOUR DOLLAR WILL BE REFUNDED. 
(UNITED STATES ONLY) 


Fused Gold is sold on a money-back guarantee. If not satisfied, return the unused portion for full refund. 





Barrack’s Industries, Ine. 
125-134 North Mill Street Springdale, Ark. 
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NEW, ENLARGED 


Display World 


The Bliss SEELINGRILL revolutionizes all con- N D E R 


cepts of window trimming. It has been de- 
signed to give maximum use of horizontal 
space without cluttering the floor. 




















The newly enlarged, cloth bound binder 
for your copies of DISPLAY WORLD is 
now available. Maroon, with title in gold, 
The Bliss STO-WAY Grill has been de- the binder opens flat os Wustreted for 
signed to give maximum variety and easy reference to the pages of any issue. 
speed of trimming in the minimum space. Copies can easily be inserted and removed. 


MAKES YOUR COPIES OF 


DISPLAY WORLD MANY 
TIMES MORE VALUABLE 

















@ Easily holds 12 copies 


Practically every branch store built within the last five @ Keeps copies clean 


years has been equipped with the Bliss SEELINGRILL. @ Handy for reference 


Please write for complete information. ? $ 00 
3% each postpaid 
BLISS DESPLAY CORPORATION 


37-21 32nd STREET @e LONG ISLAND CITY 1, NEW YORK 


EXeter 2-3890 DISPLAY WORLD 


CINCINNATI 1, OHIO 


Exchange regulations permit the acceptance 
of orders for the UNITED STATES ONLY. 
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HAMBURG, NEW YORK 
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GRASS 


OUS A IFICIAL GRASS 


¢ 


Use grass to attract winter-weary eyes, to dramatize your product 
and create a sales-making atmosphere. And get the thickest, 
greenest, most luxuriant grass you can buy, Eaton Velvety. 

Made from finest imported Madagascar rafha, with exclusive 
stitched binding so that mats lie smoothly with no wrinkles. 


Six standard sizes or made to order. 


NEW! EATON Rotabric 


combining rich texture with 9 glowing seasonal colors to make the 
most exciting new display material in years! Available in mats or 
loose (Scatteraf). Send coupon for more information! 


MAIL HANDY COUPON BELOW! 


EATON BROS. CORP., Display Div., Hamburg, N.Y. 


Please send me your new 1961 catalog which includes samples, 
prices and details on Eaton Velvety Grass, Rafabric and Scatteraf. 
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your center for display industry information and assistance A § \ 0) ( | Al | 0) N 


. . . headquarters for locating supply sources . . . sponsors OF 


of June and December Market Weeks yearly. 1) | c P | AY 
e NEXT CHRISTMAS SHOW 
June 25-29, 1961 — Chicago N f} lf c T b | 1 c 


e NEXT SPRING SHOW 
December 1961, New York City 


(Dates to be announced) 


EXECUTIVE OFFICES: GOVERNOR CLINTON HOTEL, 31st STREET AND SEVENTH AVENUE, NEW YORK 1, N. Y. 
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add a lang dimension to display 
lighting with exciting new... 


— 
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Lights! Action! Glamour! All the 
drama and pageantry of a show-world 
first-night when Scintillite 

spins its exciting light into action! 
Scintillite is new and different and cannot 


be compared with anything you’ve 
ever seen — anywhere! 


Rotating lights in white or color create 
dancing pin-points of light — moving 
shadows — bewitchingly sensational effects. 


You can use Scintillite for dozens of 
display ideas — create your own effects! 


Trade Show Displays 
Television 

In-Store Displays 
Stage Lighting 

Hotel Room Displays 
Show Windows 
Merchandise Displays 
Fair Displays 





Exposition Displays 





Traveling Displays 



































Museum Displays 
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SEE SCINTILLITE NOW 


eintilllitte ORPORATION 


4117 West State Street Milwaukee 8, Wisconsin 


ask your jobber for a demonstration or write direct 


WZ 


MARCH, 18 61 





ill 
| 


| 


| 


\ 
Ik 


Hditors Comment 
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No one has ever conducted a survey of the time spent by the 
average display director with salesmen during the course of a day's 
work, but I imagine the figure would be in hours rather than minutes. 


No conscientious displayman considers this time wasted. In fact, 
it is a vital part of his job to scrutinize every line that might 
possibly have something of interest to him. Most displaymen do make 
a point of seeing every salesman that calls, providing time permits. 


With only so many hours in a day, it is imperative that neither 
salesman nor displayman waste each other's valuable time in casual 
unproductive chit-chat. We all know at least one salesman who believes 
that passing on the oldest joke and the newest gossip is an indispensable 
part of salesmanship. On the other hand, customers, during particularly 
slack periods, often delay salesmen unnecessarily with equally trivial 
conversation. 


One particularly clever and busy displayman took the time to 
send us his thoughts on this subject. These we pass on to you for 
whatever comment you might like to make: 


A PERSONAL PLEA TO ALL MY GOOD FRIENDS WHO CALL ON ME IN ORDER TO SHOW 
ME THE NEWEST, MOST DRAMATIC, MOST CREATIVE DISPLAYS. 


I must confess to certain idiosyncracies, crotchets, and distempers 
which might in some instances be misconstrued as discourtesies. Let me 


assure you this is not my intent. 
I full well realize the justifiable pride you take in your line. 


However, if you would make an effort by indulging a fellow human being 
in his eccentricities, an incalculable service would be rendered us 


both. 
DO NOT ask the state of my health. I am rather sensitive about this. 


DO NOT ask about my family. You probably have enough problems of your own. 
DO NOT make "small talk." I am not adept at this. 


DO NOT drop NAMES. I find that the mention of talent and success other 
than my own depresses me. 


Now for the LINE: 


DO NOT ask any question which demands a black or white answer. Example: 
"Isn't this beautiful?" Such a question sets up anxieties, 
because a flat "NO" from me sounds unappreciative and discourteous. 
On the other hand, often this is the only honest answer and 
I might unknowingly hurt or embarrass you. 


DO NOT make a flat statement such as "This is beautiful." I appreciate 
and respect your aesthetic perception; however, I reserve the 
right to judge without any editorializing. 


DO NOT feel constrained to maintain a running commentary as I go through 
the line. This is condescendingly annoying during television 
sportscasts, and doubly so during working hours. 


DO NOT inform me how successful nor (Please turn to page 50) 





1. BOTH SIDES USABLE . . . smooth, SIZE: 4° X 8’ X He” 

white surfaces make it practical for so Our technical staff will gladly 
. . consult with you on your specific 

many kinds of display work. seauiniceedtn. Phone, whe, ox 


ae write today! The Upson Com- 
2. LIGHTWEIGHT .. . ;; thick and only any, Upson Point, Lockport, 


814 oz. per sq. ft. ew York. 


3. STRONG... stand alone 5-ply Remember, Upson products are 
laminated construction with extra tough specialty products designed to do 


liners on both sides . . . perfect for specialized jobs ...economically. 
cut-outs, backgrounds and novel dis- 
play fixtures! 


4. CUTS and DRILLS EASILY and SMOOTHLY 
. .. never rips or splits and leaves clean 
true edges . . . perfect for scroll work. 


5. EXCELLENT PAINTING SURFACES ... 
both eggshell gloss, satin smooth sides 


accept .oils, tempora, lacquers, ink— i NAME 


eeeeeeeeeeeeeeeeeeeeeeeeeeeeseeeeeeeeseeeeeee eeeeeeeeeeaeeee 


Please send me the new sample kit containing versatile Upson 
Duo-white and other special Upson Display Boards. 


THE UPSON COMPANY 
UPSON POINT + LOCKPORT, N. Y. 





every known medium .. . no skipping, 
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Precedent-Breaking 


Co-op Promotion 

By U. S. Steel 

And Higbee's, 
Cleveland, Sets 
Pattern for Other 
Stores During 1961 ... 
Other Industries, 
National Advertisers 


Should Follow Suit... 


OR many years, through a procession of 

display directors, there has been one con- 

sistent fly in the proverbial ointment that 
all have agreed upon and have spent many 
hours discussing to no avail. This has been 
the universal problem of display’s share—or 
rather lack of share — of co-op funds. 

The problem has always been that a re- 
source or manutacturer supplies the adver- 
tising department with co-op money which 
is solely for the use of advertising, leaving 
the display department to back-up the ads 
at its own expense. 

The display director is usually unprepared 
to support many of these promotions since 
he has already set up his budget six months 
in advance and has more than likely pur- 
chased display materials in anticipation of 
his needs. The resultant outcome will nor- 
mally be a crash program to utilize present 
and possibly inadequate display materials 
to support the last-minute tie-ins or to go 
over the established budget by purchasing 
new materials. 

In my 14 years in display I can remember 
only twice that any money was made avail- 
able from a resource to coordinate with an 
ad, and in both cases it was not enough to 
cover signing. 

The reason I bother to mention the above 
problem is because it is a timely one and 
has been such for the last 25 years in re- 
tailing. For at least this period, it has been 
common practice for some other member of 
the executive staff, other than the display 
director, to commit display as part of a 
package in order to receive promotional 
funds and has penalized display for doing 
the work. 

This is why I welcome the LU. S. Steel 
promotion as a precedent-breaking program 
in its approach to department stores. And 
here is how our Rhapsody of Steel promotion 


(Please turn to next page) 


—On a pedestal in the center of this large 
corner window at Higbee's was a $25,000 
sample of steel sculpture by Jose de Rivera, 
loaned by the New York Metropolitan Museum 
of Art . . . Mannequins in black and white 
brocade dresses surrounded the sculpture; all 
was enclosed in a circle of satin chrome 
finished steel grillwork arches— 
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By AL LANZA, Display Director 


Higbee's, Cleveland 
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RHAPSODY OF STEEL 


(Continued from preceding page) 


came into being, establishing a pattern of 
assistance and cooperation that will be re- 
peated in 10 or 12 other stores throughout 
the country during the next two years. 


LU. S. Steel representatives first contacted 
top management and directors of advertising, 
public relations and display at one meeting. 
Either faction of the department store could 
have killed the promotion at this point. A 
wonderful program was offered to 
advertising. To display they offered to con- 
struct any display that the display director 
wanted made for the promotion. All signing 
for this promotion was at the discretion of 
the display director. 

In other words, the 
Ralf Shockey 


co-Op 


advertising agency, 
& Associates, handled this 








promotion to encompass all the working 
parts of a department store and did not try 
to jam the promotion down the display de- 
partment’s throat, or assume that all the 
other elements would fall into line as long 
as the advertising department was sold on it. 
They realized the largest portion of the pro- 
motion and its success lay in the hands of 
display. 

The cooperation between U. S. Steel and 
the display and advertising departments was 
the best anyone could hope for in a de- 
partment store operation. 

This promotion was designed to make the 
American public conscious of steel and all 
its uses in everyday living. For instance, it 
was brought to their attention that steel 1s 
used in women’s garments, hat bands, mat- 
tresses and upholstered furniture, and in the 
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obvious, such as pots, pans and appliances. 

Every one of our 12 floors carried at least 
six displays and numerous merchandise 
units. Our street floor was completely de- 
voted to the promotion of steel. Ledges, 
escalator landings and elevator lobbies were 
trimmed. We devoted approximately three- 
fourths of our windows to steel merchandise 
as used in the home. Our fashion windows 
carried the steel theme, framed in stainless 
steel archways. Mannequins dressed in our 
best Crystal Room couture enhanced the steel 
theme. 

Highlight of a corner fashion window was 
a $25,000 sample of steel sculpture by Jose de 
Rivera, loaned by the New York Metro- 
politan Museum of Art. Enamel paintings 
on steel by Edward Winter Studio, Cleve- 
land, appeared in other fashion windows. 
(Ed. note: See front cover.) 

To entertain visitors a week-long sched- 
ule of fashion shows, cooking schools, golf 
clinics, manufacturing demonstrations, and 
classes in various homemaking skills was 
scheduled. Chefs, home economists, demon- 
strators, and kitchen design experts from a 
dozen manufacturing companies participated 
in the show. 

A Hollywood film feature, “Rhapsody of 
Steel,” was shown hourly in a_ special 
exhibition area. Special exhibits show space 
“hardware” for the Astronauts’ first trips 
into space; models and displays of the latest 
satellites now circling the earth, tomorrow’s 
manned space stations, atomic submarines, 
and other Space Age wonders. 

A celebrity's touch was added to the 
program with visits from television come- 
dienne Pat Carroll, golfing star Patty Berg, 
Mrs. America of 1961, home economist Mary 
Anne March, the steel industry’s Miss Stain- 
less Steel, and U. S. Steel Hour’s Jack 
Brand. 

Manufacturers’ displays and demonstra- 
tions included first showings of some newly 
designed kitchen appliances, historical dis- 
plays on housewares, home design models 
and plans, and manufacturing processes used 
to make a variety of household utensils and 
appliances. 

The whole promotion was accepted won- 
derfully in Cleveland with the attendance of 
the mayor and many dignitaries to kick-off 
a real American industrial promotion. 

Maybe times are changing! Could it be 
that resources and industry will begin to 
realize the importance of display in the sale 
of merchandise or ideas and be willing to 
help support its expenses as it does advertis- 
ing. Or will it continue as it has for the 
past 25 years—that display is thrown-in as a 
bonus to the promoter who offers the best 
co-op ad allowance, and the display depart- 
ment efficiency, budget and morale must 
suffer the consequences. 





—Poles of the steel grillwork arches were key- 
stripped to allow for insertion of shelves at 
various levels as in this housewares display .. . 
Also they could be inverted as a change of 
pace as in the teen-age sportswear display... 
Fixtures were 9 feet, 6 inches tall with arch 
clearance of 6 feet, 8 inches . . . Suspended in 
the arches of the top display are two die-cut 
hypocycloids containing steelmark mobiles . . . 
These were also used throughout the store to 
provide thematic continuity to the promotion— 
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—On the interior ledge overlooking the main 
Euclid avenue entrance to Higbee's was this 
scene involving a row of the steel arches and a 
huge “Rhapsody of Steel” painted on you-know- 
what foil . . . At right was one of the versatile 
light boxes utilizing two fluorescent tubes illumi- 


nating translucent plastic panels upon which the 


theme was repeated . . . These were the domi- 

nant signs used throughout the store . . . They 

were not part of the U.S. Steel deal, but have 

been used by the store in various prior promo- 
tions— 


-—At right is one view of the Tenth Floor Lounge 
which housed a spectacular exhibition of steel 
uses... In the center was a miniature movie 
theatre in which a movie entitled "Rhapsody of 
Steel’ was shown every two hours .. . Name 
personalities also appeared here throughout the 
promotion . . . Other displays provided by 
vendors of steel merchandise and institutional- 
type exhibits were featured throughout the store— 


—At left is a vacuum 
cleaner demonstration- 
display using two of the 
arches and steelmark 
mobiles . . . U.S. Steel 
provided 300 arches 
painted steelmark 
colors, orange, yellow 
and blue: 25 with satin 
chrome finish, and 50 
smaller painted units 4 
feet tall and 2 feet 
wide . . . At right is a 
fashion display using 
one of the light boxes 
in an escalator well— 








Displays. fixtures. lighting help .. . 


Modern Interiors 


Create New Image 


For Sears Stores 


By W. E. St. CLAIRE 


Store Planning and Display Manager, 
Southwestern Territory, 


Sears, Roebuck and Co. 


hin progressive and modern interior designs of Sears stores 
serve to not only display merchandise in the most pleasing 
and effective manner, but also to reflect the continuing 


development and improvement of this merchandise. 


Of recent years Sears has assumed a recognized position in 
the fashion world. Similarly, it holds an established position 
in other lines of merchandise, ranging from sporting goods to 
home laundry equipment. 


The interior designs of Sears stores, the fixtures, the displays, 
the lighting — these all serve as tools to present to Sears cus- 
tomers the merchandise to fill their needs. Abreast of the times 
in the goods it offers, Sears is also abreast of the times in the 
manner in which its goods are offered. Progressive merchan- 


dise and progressive merchandising go hand in hand. 


—At top, open platform display for Decorator Shop of Tulsa, Okla., Sears 

store .. . Rack at rear right holds samples of fabrics . . . Wall at left has 

fake windows upon which draperies and curtains are displayed . . . Light- 
ing is combination of incandescent and fluorescent— 


—Center, from the Sears store at Omaha, Neb., is the unusual store 
directory at the entrance . . . The plants are artificial . . . Honeycomb 
plastic panels are illuminated by concealed overhead lighting— 


—Left, the Men's Apparel department of the same Omaha store, showing 

the spacious aisles, tasteful male decor . .. Maximum use of display space 

on ledges, counters and platforms, yet definitely orderly and uncluttered 

. . « Department is clearly identifiable all the way from the main traffic 
aisle— 
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—At top left, another example of the carpet-covered platforms that are 
used extensively at the Sears store at Tulsa, Okla. . . . This is located 
between the women's sportswear and dress departments— 


—At left center is a lesson in how to display a maximum styles of shoes 

in an elegant setting that invites browsing and buying . . . Notice the 

shadow boxes at the focal point of the department and the tiered platform 
display at right— 
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—Top right shows three model kitchen units as part of a Kitchen Planning 
display at the Omaha Sears store . . . Notice the overhead treatment that 
adds warmth to the cold fluorescent lighting— 


—A wise combination of merchandising and display is shown at tight 
center, a view of the brassiere department of the Omaha store . . . The 
sales counter is well planned for size and price; the wall displays create 
impulse appeal, and the bust forms clamped to the top of the counter 
help present the sales story and aid customers in locating desired styles— 


—Below is a view of the carpet department of the Tulsa store with its practical space-saving rack of 


carpet samples . 


Each sample can be removed from the rack and placed on the floor to 


demonstrate resiliency, etc.— 





[1 wont be long now, even before the last 


snow has vanished in many areas, that 
spring will make its appearance in stores 
throughout the country. When this hap- 
pens, you can look for unusual emphasis 
upon massed and individual blossoms of 
every size and color. The flowered garland 
will span aisles, birds will sing from cages 
on columns and mannequins will linger 
beneath daintily budded boughs on ledges 
. . Ruscus hedges may suddenly sprout 
from the sidewalk only to compete with 
the stubborn slush; but inside there’s no 
question about it... it's SPRING! 


rth 


—Kermit J. McCarver, display manager of 
Sears, Roebuck & Co., Waco, Texas, used 
the Easter Parade theme throughout his 
store last spring ... A sprig of mimosa and 
a few cloth blossoms add the necessary 
decorative touch to his foundation dis- 


play at top— 


—A closeup shows a hanging planter- 
birdcage and large ledge planter box 
filled with the blooming plants and green- 
ery installed during the annual flower 
presentation for Easter 1959 at The Cres- 
cent, Spokane, Wash. . . . J. Howard 


Schneider is display director. 
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—Always a trend-setter in spring displays 
is Gimbel Brothers, Philadelphia, where 
Display Director A. Van Hollander used 


24 translucent light boxes on main floor 


ledges along with trees laden with pink 


bachelor buttons . . . The boxes have 
fluorescent tubes inside them and _ the 
spring scenes are painted onto heavy gauge 
plastic .. . They can be used throughout 


the year with different artwork— 





—More than 64 cherry blossom trees and 
48,000 blossoms help make this one of the 
most colorful spring interiors installed by 
A. M. Paulson, display director of Meier 
& Frank, Salem, Ore. . . . Columns were 


covered with pink fabric— 








—William Brauer of Brauer’s, Inc., Fond 
du Lac. Wisc.. created this unusual interior 
by attaching blossomed branches to home- 
made trees surrounding store columns... 
It isn’t known for certain, but we imagine 
either papier mache or colloid treated 
fabrics were utilized for the tree trunks 
. . . Don’t overlook the fountain at the 
center of the ledge and the wildlife sur- 


rounding it— 
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ee Chicago looked warm in many displays while 


the city's merchandisers promoted their winter 
resortwear. Reds, yellows, beiges, golds and oranges 
appeared throughout many stores and displays. 
Carson's held a storewide California promotion. 
Saks’ baby clothes promotion featured exquisite im- 
ports. Goldblatt's went elegant in a palm leaf pro- 
motion. Lytton's used rondels for color. Klein's, a 
newcomer to these pages, went to the ski slopes of 


the world for a ‘‘live’” display. 


HENRY C. LYTTON (right) 
G. C. Bowen 

Rondels of brass-tramed glass fastened to a panel of 
starched lace netting gave background interest to a series 
of four women’s suit displays. In each window the vari- 
colored discs accented merchandise colors. Pictured are 
purple, green and maize circles on beige netting backing 
suits in shades of brown. Bob Busse is window display 
manager 
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SAKS FIFTH AVENUE (left) 
Joe Kreis 

“Made in France with tender, loving care by Nanouchka,” was the 
title given this babywear display. A gold and white Florentine arch- 
way made an elegant cradle frame. Gold cord suspended a wicker 
cradle containing a _ beautifully-dressed infant mannequin. Other 
apparel hung from gold hooks fastened to a pink folding screen. Two 
screen panels were decorated with cherubs outlined in dark blue. 


By RICHARD and LOIS DAY 
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GOLDBLATT'S (right) 
Jack Boghosse 


Tropical colors and a clever background panel 
set the mood in this display. Along with four other 
windows it spread psychological warmth along the 
southern reaches of the frigid Loop. Well worth 
noting is the “appliqued” panel which neatly sewed 
up the resortwear theme with cutouts of luggage, 
sporting goods and a palm tree, all outlined with 
painted stitches. Palm leaves in warm shades of 
transparent plastic were hung against a blue back 
wall. Mr. Boghosse called the series, “The Swish 
of Silk,” emphasizing elegant fashions rather than 
casual resortwear. This made the merchandise ap- 
pealing to stay-at-homes as well as to southbound 
resort travelers. 


CARSON, PIRIE, SCOTT (right) 
Clement Bradley 


“Carson's Salutes California” highlighted 
Chicago display with an ambitious storewide 
promotion to combat midwinter doldrums. A 
rubber-tired replica of one of San Francisco’s 
famous cable cars toured the Loop area adver- 
tising the event and offering free _ rides. 
Interior Display Manager Angelo Migliaccio 
spanned the store’s main aisle with a model 
symbolizing the Golden Gate bridge, installed 
street signs, flower booths and orange trees. 
Every floor had its own special feature, 
ranging from frontier train rides to California 
gourmet luncheons. Dick Minto, window dis- 
play manager, brought the California theme 
out to the customer with orange trees that 
appeared to grow through the glass in ten 
windows. Round orange light bulbs among 
the fruit made the entire store front dramatic 
after dark. Green grass and foliage and pale 
orange walls were background for orange- 
colored merchandise. 
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KLEIN'S SPORTING GOODS (left) 


Howard Harris 

In his initial year with Klein’s, Mr. Harris arranged 
a tie-in ski clothes promotion that was a first in the 
chain’s history. With the help of TWA Sales Promotion 
Manager George Merriweather, he promoted 1961 ski 
fashions “flown direct from the ski slopes of the world.” 
Five of Klein’s six stores displayed the fashions amid 
store-wide arrays of ski posters. In one downtown store 
a display window fashion show was presented during the 
noon hour with TWA employees serving as models. The 
fashions were described over a public address system as 
each model displayed them. At the height of the show all 
five models appeared in the finale before a large crowd 
on the sidewalk. Active display has improved Klein’s 
business about 60 per cent in six months, Mr. Harris says. 
Christmas business was up 5O per cent over last year 
mostly because of display. He backs up all his displays 
with p-o-p advertising, done with a new sign machine he 
bought for the purpose. 











San Francisco 


MACY'S (above) 
James Stewart 


Promoting “Cover Girl” merchandise under the theme, “Good Connections” 
inspired Mr. Stewart to utilize the many different color telephones to convey 
the message. These were spread profusely on brass risers with mannequins in the 
process of using many of them. Besides the costumes on the cover girls, differ- 
ent accessories were suggested on the risers and the floor in front of the reader. 


GUMP’S (right) 
Al Proom 

Classic rimmed patterns of gold and 
platinum china received an imposing class1- 
cal treatment by the use of wallpaper with 
sculptured figure designs. Used as a back- 
ground, one of the figures held a gold apple 
and a gold rimmed plate, which were applied. 
And an additional grouping of the mer- 
chandise was placed at the base of the 
figure. The other figure held a silver apple 
and a platinum rimmed plate with addi- 
tional pieces at the base. 








Oe mataamcc ce 


tried their hand at promoting classic china 

with impressive sculotured figures at Gump's. 
The bright, many colored telephones created 
the correct connections in publicizing ‘Cover 
Girl" merchandise at Macy's. An oriental atmo- 
sphere proved effective to promote dining room 
furniture at W. & J. Sloane while sportswear 
received the costume look at Ransohoff's; and 
at Hink's the active girl could now be com- 
fortably fitted in foundation garments. 


[) ied th the life-blood of merchandising, 
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RANSOHOFF'S (right) 
Milton Keller 


Women’s sportswear received the costume look by appearing on 
dress forms here. Ideal for outdoor, to sporting events especially, 
the promotion was a tie-in with “Sports Illustrated” magazine, 
which carried ads of the merchandise. Prints from the magazine 
adorned the back wall as well as the base of the form. The base 
was a photostatic print of a tree and blossom scene and was 
utilized to carry a grouping of accessories. 
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W & J SLOANE (above) 
Kirk White 


A Tamberlane dining room furniture promotion inspired Mr. 
White to create an oriental setting. The light fixtures suspended 
in the center of the rooms were either in opal glass or clear with 
brass accents in oriental design. The extreme right wall held a 
huge print with hieroglyphics along one side and inserted in a 
black frame. Other oriental accessories were found on the fur- 
niture units as well as on the dining room tables. A metallic rust 
and gold background with brilliant felt orange accents completed 
the composition. 


J. F. HINK & SON, BERKELEY (left) 
George Jelton 


Foundation garments for active women was the desired message 
to convey to shoppers. This was clearly presented by reproducing 
the actual scene used in part of the ad’s art work, which was a girl 
riding a bicycle. Along the back wall a large white lettered reader 
enumerated points of comfort for whom each will be fitted in the 
brassiere and girdle. Added merchandise covered the wall and 
floor with accents of green vines and sprays decorating the scene. 





Hats for Easter. . 


Rectangular panels with oval cutouts are sus- 
pended with colorful ribbons (use wire or nylon 
as added support). 

Millinery heads wearing hats and draped with 


scarfs to match stand on small platforms at- 
tached to back of panels. 


Other cutout eggs are appliqued to the panels and 
foam plastic eggs can be strewn on the floor. 


Copy is on long streamer that winds in and out 


of rear-tilted panel on floor. 














Bunnies Everywhere .. . 


e The window appears crowded with these popular 
Easter symbols: one is against the window glass, 
other upside down on the ceiling, third appears 
through a hole torn in a panel of seamless paper. 


e Merchandise should be arranged in “ordered dis- 
order,” implying that the mischievous bunnies 
have been pulling their pranks. 





Easter Bunny Goes Shopping. . 


@e The fancy Easter bunny is cutout plywood or 
hardboard silhouette covered with flocking, felt, 
papier mache, appliqued tissues, or any number 
of materials limited only by the imagination. 


Against the back wall is a photo blowup of a 
landscape either suspended in a frame or pasted 
to wall. 


Merchandise can be displayed on bench or floor, 
depending upon the size. To distract from the 
height when low objects are displayed, cut a 
decorative valance and paste it next to the glass 
at the top. 
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The Easter Basket... . 


e Small fancy Easter baskets full of colored foam plastic eggs are sus- 
pended by invisible wire or nylon from the center of the ceiling. 


e A circle of mannequins wearing the latest fashions have arms out- 
stretched as if reaching for the baskets. Children mannequins could be 
substituted. 





For the Open Front... 


e Make large floor-to-ceil- 
ing oval Easter egg 
frame for your long nar- 

, row backless window and 

(i Pe se. construct shelves inside 

i ~~ ee them. 

e Finish the frames on both 
sides with texture paint, flock them with glitter. 

e Display merchandise such as small appliances, novelties, other items 


that are attractive from all sides, so as to utilize the full impact of 
the display from the inside the store as well as outside. 

















Easter Setting for Shoes... 


e Two narrow horizontal panels are covered with arti- 
ficial grass and suspended at different depths across the 
window. Paper eggs are attached to the panels. 


e Cutout or stuffed bunnies cavort on the panels. 


e A fancy spring tree is painted on the back wall, with 
blossoms accenting the colors of the shoes displayed 
on tilted boards on the floor. 














An Idea Realized . . . 


“Happy Easter” says the sign to draw attention to 
the large eggs cut out of light plywood and then 
covered with flocked paper ... Ribbons are made 
of perforated cardboard ... Pastel shades used 
throughout: sky blue, pale green and straw yellow 
... Try variations of this institutional display with 
costume jewelry ... For La Niche, Paris. 


oink ae io 


MARCH, 19 61 





SAKS FIFTH AVENUE (left) 
Henry F. Callahan 


“S.F.A.’s one, two, three — and you're off! Quick get-away 
wools coupled with luscious leather’ was the way Saks sent this 
merchandise flying home. The carpet — always a high-flying 
prop — was supported by a wooden base that didn’t distract from 
the magic; wires suspended the corners. The dull-black back- 
ground and floor set off the mannequins’ yellow and gray. 


BONWIT TELLER (right) 


Gene Moore 


“Bonwit’s green thumb produces the craziest results” could well 
serve as a description of Gene Moore. Passersby gave their OK to 
this no-nonsense inspector of the store’s costume jewelry. By way 
of detail, the clipboard showed an as-should-be sketch of the tree. 
Money doesn’t grow on trees, nor does costume jewelry — but this 
is a most effective way of getting the two together. 


HENRI BENDEL (left) 
Anthony Ballatore 


Obviously, Mr. Ballatore is a sales climb- 
er. The red, white and blue floral silk crea- 
tion at the left was the keynoter for repeat- 
ing the color story in paint. Two white 
creations with navy-blue trim complemented 
the red outfit worn by the young lady second 
from right. Sand covered the floor. Lots of 
marketing patriotism. 
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When you're previewing a dress "pared 
down to absolutely nothing — nothing but 
pure chic’ for the readers of Today's 
Living, the New York Herald Tribune's 
Sunday supplement, just the right ingredi- 
ents are: a few dozen mannequins (or mani- 
kins), plus miscellaneous heads, arms and 
legs, waiting to be attired with a patience 
reserved only for displaymen; a quartet 
of models built to mannequin specifications 
and decked out in "The Body Dress”; an 
expert photographer, Len Steckler, who 
knows exactly how to get the full-color 
pic he's after, and an imaginative women's 
feature editor, the Herald Trib's Eugenia 
Sheppard, with the opportunity to do a 
two-page spread "for the woman who 
wants to be her own decorator." Con- 
gratulations to all concerned — espe- 
cially to the “manikin" manufacturer who 
now has a fantastic mailing piece. 


FRANKLIN SIMON (above) 
Wilmer Weiss 


. Franklin Simon’s visual merchandising director had 

esort ISp ays em pi the urge to “Surrender to the Gypsy in your soul — with 

Cole of California!” The tropical-leaf cutouts are of 

orange paper, while the blue, pink and yellow flower pots 

are holding vividly colored, tissue-paper-embellished 

flowers nourished by shredded-green-tissue soil. The 

lay -at- ome CW Or ers costumes, according to the copy, are “Mad — Gay — 


Divine.” 


By RAYMOND MASSEY 


LORD & TAYLOR (right) 
Paul Vogler 


“Look what we've caught — the gayest 
resort clothes”: One of the children — and 
their parents. The palm trees, sailboat and 
the scrambling-up-the-tree monkey (second 
tree from the left) were sculptured from 
white seamless paper. The ocean waves in 
the background are in three shades of blue, 
outlined in silver. Blues and whites are 
the featured resort colors. Just the ticket— 
especially the sand-covered floor — for a 
city weary of sub-teen temperatures. 
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Christus 
Biblical 


ardens 


By DEREK DEROY 


A Canadian display designer tells of the problems — and 

solutions — involved in the creation of the settings for the 

ten scenes in the life of Christ that form the nucleus of a 

new tourist attraction in the heart of the Great Smoky 
Mountains of Tennessee 


—Above is the author at work on the basic structure of the completed 
scene at right . . . Notice that the tree was built over a framework of two- 


by fours 


28 


. . « This scene is entitled “Suffer the Little Children to Come 


unto Me.” 


CCUPYING a magnificent mountain 

setting near Gatlinburg, Tenn., is 

Christus Biblical Gardens, promising 
to soon become a favorite tourist attraction 
complementing the already famous rugged 
beauty of nearby Great Smoky Mountains 
National Park. 

The Christus Biblical Gardens is the or- 
iginal idea of a young southern gentleman 
and businessman, Ronald S. Ligon. And it 
was under his direction and inspiration that 
Deroy Displays was called upon to partici- 
pate in the creation of the ten scenes depict- 
ing the life of Jesus Christ that are housed 
in the beautiful building of Tennessee and 
Georgia marble at the foot of Crockett 
Mountain. 

The building was only opened to the 
public last fall, but planned for this coming 
season will be equally inspiring botanical 
gardens and, at a later date, a heroic alumi- 
num statue of Christ 100 feet tall to stand 
atop the nearby mountain. 

As visitors approach the building today, 
they are ushered into the assembly hall 
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where they view a short slide presentation 
explaining how the exhibition came into 
being. As this finishes, electrically operated 
doors into the main building open and the 
tour passes through to stand before the first 
scene, The Nativity. As they do, the voices 
of the Christus Biblical Gardens Choir are 
heard in the background. The lights, syn- 
chronized on tape with the music slowly 
rise. This is followed by a five-minute nar- 
ration, after which the music fades, the 
lights dim and the procedure begins over 
again in the second tableau. 

As display designers, consultants and 
builders, Deroy Displays was asked to de- 
sign and construct the ten scenes as well as 
assemble, arrange and dress the figures and 
organize the lighting. We began six months 
prior to opening with sketches, detailed 
drawings and plans, which, in turn, were 
forwarded to other participants, Gems Wax 
Models of England, who made figures for 
the famous Madam Tussaud’s Wax Museum 
in London, and B. J. Simmons costumers, 
also of England, noted for their work in 
such films as Quo-Vadis and more recently 
3en Hur. These two firms were, of course, 
responsible for the figures and costumes to 
people the ten scenes. 

After studying our sketches and ideas, 
these firms conducted all their own research 
and prepared detailed drawings of all 71 
figures and their costumes. 

Our own research on the settings was not 
easy. Out of the six months we were on 
this project, four were spent on pouring 
through reference books and making notes, 
and I believe, with all honesty, there has 
never been a period in history more contra- 
dictory, particularly in the life of Jesus him- 
self where it seems not even the four gospels 
can completely agree. 

Through past experience in similar work 
we have found, to further complicate mat- 
ters, that it is important to give the public 
what they expect to see, rather than what 
they should see. It was for this reason that 
we decided to take The Last Supper scene 
directly from Da Vinci's famous painting by 
that name. 

Many hours of reading up on the habits of 
the people of that time proved that Leonardo 
obviously had not checked with Encyclo- 
pedia Brittannica. Yet, rough drawings of 


—At right is the com- 
pleted setting for The 
Empty Tomb scene, show- 
ing the huge simulated 
millstone made from foam 
plastic that can be lifted 
with one hand ... The 
“rocks” were made from 
colloid treated fabrics... 
At top of opposite page 
is “The Sermon on the 
Mount scene.''— 
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ours, showing that same famous room and 
table, minus figures, were instantly recog- 
nized as The Last Supper. This convinced 
us. All research on this subject was scrapped 
and we set about reproducing the master’s 
painting in three dimension. 

Everything had to be done in perspective. 
The scene was 25 feet long and 12 feet deep. 
The floor, walls and ceiling were all angled 
towards a central vanishing point and re- 
duced accordingly so that the back of the 
set was exactly half the size of the front, a 
job that was easier to draw than execute. 
Ornate woodwork around the door and 
table legs in this scene was another diffi- 
culty, but we found the use of wood routers 
a great asset in this respect. 

The Last Supper had its set-backs, but 
the scene we really despaired of was The 
Ascension scene. In my original drawing I 
showed Jesus suspended in air, surrounded 
by cloud. The model makers at first wanted 
no part of the idea, since there were many 
problems entailed in mounting the delicate 
wax figure to where the feet would be ap- 
proximately four feet off the ground. 

Our problem was reproducing the clouds. 
There was, of course, the old tried and 
proved angel’s hair or spun fiber glass, but 
| was anxious to find some new and exciting 
way of getting the desired effect. We finally 
arrived at the idea of building the general 
formation out of fiber glass over chicken 
wire and covering this with a great amount 
of white flocking. It ocurred to me that by 
successively spraying this soft downy mate- 
rial into the desired shapes and thicknesses 
we would achieve the “piece de resistance” 
in cloud effect. Maybe we would have, too, 
if we had kept on adding, but a week before 
opening day the whole thing still looked un- 
comfortably like a Christmas tree. How- 
ever, it did make an excellent background 
for 50 pounds of angel’s hair, which, when 
mixed with clear lacquer and sprinkled with 
mica flakes gave us one of our most suc- 
cessful tableaus. 

In regard to props, I believe, where pos- 
sible, in using the real thing. Our scene 
entitled “Behold the Lamb of God,” for in- 


stance, called for two palm trees, and since | 


that particular scene showing the baptism of 
Jesus had very little else of interest it was 
(Please turn to page 54) 
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DISPLAY MAN 


INSTANT DRYING — 
SOFT COLORS THAT PRODUCE 
A VELVETY FINISH! 


MANNEQUIN FINISH 
CRUISE 


Pa 
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A GENEROUS 
AMOUNT OF 

DISPLAY HELP 

IN EVERY CAN! 


Giant 16 oz. Sargent DISPLAY 
FINISH containers are now offered in 
an even wider range of smart, soft 
colors. Try it today! 


at display jobbers everywhere 


manufactured by 


THE SARGENT-GERKE CO. 


Indianapolis, Indiana 





ITS ALWAYS MARKET WEEK IN NEW YORK 


Allied Display Materials, Inc. 
241 W. 23d St. OR 5-6350 


NOVELTIES, ARTIFICIAL FLOWERS 
& DISPLAY MATERIALS 


For Windows and Interior Store Display 


L. A. Darling Company 
Office and Showrooms 
47 W. 34th St. WI 7-3228 


MANNEQUINS * FORMS * DISPLAY FIXTURES 
VISUAL MERCHANDISING EQUIPMENT 





American Fashion Museum 
16 West 77th Street TR 3-9103 


CHARLES LEDERMAN, HISTORIAN 


Can furnish, on rental basis, authentic period outfits 
to highlight your anniversary, special events, spring or 
fall promotion. Ask for information. Recommended 
by N. &. D. G. A. 





Decorative Creation & 
Art Flower Co., Inc. 
13 West 27th St. MU 6-1798 
ARTIFICIAL FLOWERS, DISPLAY 
DECORATIONS 


Imported Novelties, Settings 





American Fixture Inc. 
Visit our New York Showroom 
11 West 42nd Street Suite 1064, Salmon Tower Bidg. 


beau monde SOUTBERY BELLE mannequins 


and all other display products 


TRIMLok STORE EQUIPMENT 


Decorative Plant Corp. 
136 West 24th St. WA 4-4405 


ARTIFICIAL FLOWERS 
Display Settings, Novelties, Units 





Arts & Flowers Displays, Inc. 
{Air Conditioned) 
43 West 5éth St. Cl 7-7610-11-12 
Manufacturers and Importers 


REED, NOVELTIES and FOLIAGE 





MANIKINS 


I5 W. 18th Ch 3-3626 


New Style Studio 
58 East Iith Street GR 5-3777 


HEADS, FORMS & MANNEQUINS 
Realistic, French, Period or Abstract 
Artistic Finishes 


MANNEQUIN REFINISHING 


NEW WORLD MFG. CORP. 


MANNEQUINS THAT MOVE MERCHANDISE 





27 BLEEKER ST. 


a RIP Studio, Inc. 

15 East 22nd St. GR 7-3650 
CREATORS AND BUILDERS OF 
OUTSTANDING DISPLAYS 
Functional and Decorative in All Media 


AL 4-8968 








Louis Schneider Corp. 
6 East Second St. OR 4-3723 


ARTIFICIAL FLOWERS & FOLIAGES 


Display Decorations and Novelties 





Austen Displays, Inc. 
133 West 19th St. WA 4-626! 


Outstanding Display Novelties in Paper, Wood 
and other materials. Facilities for special 
promotions for department and chain stores. 
Interesting imports from Europe and the Orient 





The Greneker Corporation and 
Visual Merchandising Displays, Inc. 
991 Sixth Ave. CHickering 4-7165 

MANNEQUINS 


and Promotional Displays 





Nat Siegel, Inc. 
39 West 37th St. WI 7-8485 


MANNEQUINS AND DISPLAY 
EQUIPMENT 


Distinctive Display Fixtures and Novelties 





Bliss Display Corp. 
37-21 32nd St., Long Island City | EX 2-3890 


DISPLAY PROMOTIONS 
Display Settings, Novelties, Animated Displays 





Victor Haida Displays, Inc. 
149 West 24th St. CH 3-3540 
DESIGNERS & MANUFACTURERS 


OF CREATIVE DISPLAYS 
Largest Showroom in the Country 





Cecilia Staples, Inc. 
314 East 53rd St. MA 4-0384—EL 5-6399 


Creative interpretations of custom displays. 
Your designs or our own, and designed to fit 


ANY BUDGET 





BONAFIDE 
Display and Decorative Co. 
34 West 38th Street BR 9-1362 


Mfgrs. & Importers of Artificial Flowers 
Novelties & Natural Foliages 


David Hamberger, Inc. 
136 West 3ist St. PE 6-0465 


MANUFACTURERS OF DISPLAYS 


Artificial Flowers, Functional Units 
Backgrounds, Novelties 





Brunn & Bertheim 
1200 Broadway MU 4-0923 
EXCLUSIVE NOVELTIES OF ALL KINDS 
IMPORTS OF QUALITY FOR EVERY SEASON 


Duvetyne in an exceptionally wide range 
of colors as a perfect substitute for felt. 


Butler Paper Co., Inc. 
WORLD DISPLAY CENTER 
400 8th Ave. (30th St.) Ph. 212 LO 4-8178 
Headquarters for NEW IDEAS Made of 
Paper and Cardboard 
Open Saturdays 





Herzberg-Robbins, Ine. 

110 West 30th St. PE 6-3585-6-7 
New & Reconditioned 
MANIKINS 
WIGS — REPAIRS — RENTALS 


Tero, Inc. 


Factory and Showroom 
153 W. 23rd St. CH 2-7344 


Manufacturers of Finest Quality 
MANNEQUINS 


D. G. Williams, Inc. 
498 Seventh Ave. LA 4-4069 


MANNEQUINS & DISPLAY FIXTURES 
Display Novelties and Equipment 








The Imitation Food Display Co. 
197 Waverly Ave., Brooklyn 5, N. Y. TR 5-1268 
FOODS FOR PERMANENT DISPLAYS 


Attractive and effective, they look good 
enough to eat. 





The L. J. Charrot Co., Inc. 
ARTIFICIAL FLOWERS 


36 West 37th St. WI 7-1687 
Display Units, Novelties and Decorations 


Madisonia Manikins, Inc. 
New York — 152 W. 25th St. — CHelsea 3-1550 
Chicago — I! S. Desplaines —- DEarborn 2-6818 
MANIKINS — RENTALS — REPAIRS 


America's Largest Manikin Refinishers 





Cc i I ¢ Display Co. 


293 Seventh Avenue WA 4-3720 
Manvfacturers and Importers of Unusual 


DISPLAY MATERIALS 
FOLIAGE and NOVELTIES 


Maharam Fabric Corp. 
130 West 46th St. JU 2-3500 
DISPLAY FABRICS & ACCESSORIES 
412-20 N. Orleans St. 
1113 S. Los Angeles 


Chicago 
Los Angeles 





Circle Fabrics 
141 W. 47th Street Cl 7-2260 
DISPLAY MATERIALS — NOVELTIES 


ACCESSORIES 
CUT CORNERS WITH CIRCLE 





Metropolitan Mechanical Display Co. 
50 West 22nd St. OR 5-1280 


We Buy, Exchange, Rent or Sell New and 
Used Mechanical Displays & Mannequins 


MECHANICAL BOOKS 





Colonial Decorative Display Co.., Inc. 
122 West 26th St. Al 5-9620 


ARTIFICIAL FLOWERS 


Decorative Display Units, Novelties & Decorations 








Mileo Mannequins 
7 West 36th St. 
MANUFACTURERS 


of Misses, Juniors, Pre-teens and Children's 
quality and style-right mannequins. 


WI 7-7618 








DISPLAYS 
Distributors of Peter Rosa Mannequins 


434 Sixth Ave. AL 43200 
DESIGNERS and MANUFACTURERS 





Save Time — 


Do Your Display Buying 


In New York City 













For Spring and Summe 





is ready to supply your every display need. The display 
industry in this great world display center is creative, 


diversified and prepared to furnish the decorative units and 





accessories to make your store a standout in your city. 


Consult these companies about your display problems. 
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Downtown 
Survival 


By AL BLISS 


Bliss Display Corporation 
Long Island City, N. Y. 


—At right is a photo of Jack's department store, 

Leominster, Mass., following remodeling from the front 

shown above . . . Design and construction of the new 

front was by Kawneer Company, |105 N. Front street, 

Niles, Mich. . . . At top of page is the remodeled 

front of Cain-Sloan Co., Nashville, Tenn., an outstand- 
ing example of downtown rejuvenation.— 


“If the downtown trading areas propose 


to survive .. . the individual merchants 
will do well to work hand in hand to 
create a new believable image .. . an 


image of integrity of purpose” 


successful product must have something 

besides exceptional use, must do more 

than answer a howling public need, 

must have greater value than its competitive- 
ly attractive price. 

A successful product must have a clear and 
outstanding personality. It must have as 
much integrity as the brand build-up. 

A successful store must have something 
besides shelves full of successful products. 

It, like people, must have an outstandingly 
clear and definite personality and stick to 
its beliefs; it must have integrity of purpose. 

Stores that have failed over the years are 
inevitably those that meant nothing to their 
communities, serving no definite purpose. 

Successful stores represent something con- 
crete. The appeal may be price, high fash- 
ion, exceptional service, or conservative mer- 
chandise with large assortments. 

The minute a store, no matter how large 
or small, flounders, forgets its purpose or 
deviates sharply, it has generally outlived 
its community need. 

The mushrooming of shopping centers 
throughout the country during the last 25 
years indicate that somewhere along the 
line, so-called downtown trading areas have 
either forgotten or have neglected their pur- 
pose and have deviated sharply because, in 
too many instances, they appear to be out- 
living their community need. 

In losing their purpose, they have failed 
to maintain the good community image that 
made them originally successful when down- 
town was nothing more than a crossroads. 

Or to put this conversely, the modern 
shopping center has created a modern image 
that has captured the imagination and dol- 
lars of its community, at the expense of the 
downtown trading area. 

An image is much more than what one 
sees. It is what one believes about what one 
sees; it is what one remembers about what 
one sees; it is what one does about what one 
sees. 

If the downtown trading areas propose to 


(Please turn to page 52) 
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Vizusell is today’s most modern mer Nandising system! Removes all restrictions to your 
imagination, permitting you to wander freely in a world of colorful, versatile, flexible display 
creations. the likes of which yOu ve never known gually lore lenecteli= els Wallis. iTele!, units, 

ver-counters for entire stores, complete departments or individual displays. Assures 


you the greatest possible return on your mer< arctalele-iiare and display investment. And pays 


ff in years and years of visual salesmanship that boosts volume by stimulating self selection! 


that lets you 
show more, sell more 
... in less space! 




















Write. for 84-page catalog jam-packed with display ideas in everything from 
hardware to high-fashion apparel. Do it now! 


L. A. DARLING COMPANY, Dept. 118D 
— Bronson, Michigan 
L.A. DARLING COMPANY Please send Vizusell cz 


Fo __a% = Teelat-telamm i letalicr- ta) 


& 





talon 


BOOK 
ON DISPLAY 


DYNAMIC DISPLAY 


TECHNIQUE AND PRACTICE 
By FRANK J. BERNARD 


268 Pages 


More than 600 illustrations 
Size 9 x 12 inches 


Cloth bound 


Now in third edition 
Contains everything about Display 


—YOU MUST HAVE A COPY 
. to make your displays sell more goods faster 
. it's the kind of book you have been waiting for 
.it's a necessity for everyone engaged in display 


or using displays 


PARTIAL LIST 


Training for Display Work 
Recipe for a Displayman 
Common Errors in Display 
Working Methods 

Application of Art in Display 
Abstract Art in Display 
Technique of Painting 
Technique of Enlarging 

EK ve-Catchers 

Paper Sculpture 

Display Material- 

Papier Mache 

Balance and Symmetry in Display 
Line and Form in Display 
Principles of Contrast 

Howto Master the Space Problem 
Preparatory Work 

The Window Plan 

Birth of a Show Window 
Display on a Small Budget 


OF CONTENTS 


Variations on a Basic Idea 
The Display Calendar 

Layout of Merchandise 

Display of 19 Different Wares 
Small Windows 

The Store Front 

Interior Display 

Expositions and Trade Fairs 
Decorations on the Store Front 
The Flower in Display 

Color 

Paints. Binders and Thinners 
Lettering and Display Signs 
Lighting 

Animation in Display 

Figure Draping 

Display Fixtures 

Economy and Good Housekeeping 
The Workshop 

Windows of the World 


PRICE +10 POSTPAID 


immediate Delivery! 


Order Your Copy NOW! 





ADIL DIG PLAY 


Endorsed 
by the country's 
foremost display directors. 


The publishers of DISPLAY WORLD for years have sought a 
modern text and reference display manual of this kind and now, 
in DYNAMIC DISPLAY, they offer a long-needed book which 
everyone in display will be proud to own. It is a complete treatment 
of modern display technique and practice. The student will find it a 
sure guide to display techniques and a real help toward steady 
improvement and perfection in his work. For the experienced and 
professional displayman it is rich in display ideas and an invaluable 
reference work in fact, a display library in itself. Retailers, both 
large and small, will find it a positive guide to good selling displays. 
The author draws freely on his wide experience to explain each facet 
of retail display and shows by photographs and sketches the practical 
application of display techniques for modern displays that sell. 
Display problems and their solutions are explained in detail. It gives 
display a scientific background to make the medium of display more 
powerful and effective. Study the partial list of contents and you will 
realize that this is a book you MUST have. 


Its value to you cannot 
be measured by its reasonable cost. 


DISPLAY WORLD, Cincinnati 1, Ohio 
[] Please send me postpaid a copy of DYNAMIC DISPLAY, for 
which $10.00 is enclosed. 


a 

5 

' 

- 

s [) Please send me a copy of DYNAMIC DISPLAY and enter or 
: extend my subscription to DISPLAY WORLD for one year, for 
. which $14.00 is enclosed, a cash saving of $1.00. (All foreign 
: combination orders except Canada $1.00 additional.) 
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Imported Plates, Prints 
Offered by Orsay Books 


Displaymen will be interested to know of 
the availability of imported antique fashion 
plates in hand-made French mats. Also, 
Bon Ton and Bon Genre fashion plates by 
Bakst, Marty, Barbier and other noted 
French artists (Paris, 1921), as well as sets 
of orchid plates, Parisian views, military 
costume plates, birds and flowers, sporting 
and tournament plates which can be effec- 
tively used in display. In addition, etchings 
and engravings of ancient Greek and Roman 
gods and goddesses, scenes, and vases are 
also available. These are all original prints 
(no reproductions). For full details, write 
Orsay Books, 65-36 th street, Flushing 
74, N. Y. 


Kenbury Glass Moves 
To New Quarters 

Rapidly expanding business has prompted 
Kenbury Glass Works to move into com- 
pletely new showroom, office and manufac- 
turing facilities at 205 W. 19th street, New 
York City, 11. In making this announce- 
ment, Bernard Lubow, Kenbury’s owner, 
pointed out that their new location, with 
some 2% times the former floor space area, 
would enable them to show their period 
lighting fixtures, glass bubbles, glass-ball- 
chain assemblies and other items in their 
varied line to best advantage. Displaymen 
are invited to visit Kenbury’s new head- 
quarters in this convenient location. 


Suspension Wire Comes 
In Four Gauges 

E. L. Weiser, 18682 Griggs avenue, De- 
troit 21, is marketing high tensile suspen- 
sion wire on wooden spools in four conveni- 
ent gauges to fit almost any display needs. 
Mr. Weiser reports that so many requests 
have come from displaymen all over the 
country for his wire that he has decided to 
market the product directly to the field. He 
says that displaymen find wire much more 
satisfactory for suspension because it does 
not give or shrink when heavier items are 
suspended. Write for a complete list of 
sizes and prices. 


Darling Offers 
Vizuclips Catalogue 

A colorful new catalogue featuring Vizu- 
clips (display attachments for perforated 
panels) is available from The L. A. Darling 
Company, Bronson, Mich. The catalogue 
shows a complete selection of Vizuclips for 
displaying all types of merchandise on either 
4 inch or % inch panels. Easy to attach and 
trim, Vizuclips will not chew or cut panels. 
Write for Vizuclips Catalogue No. 505. 


Ben Walters Adds 
Window Socks 


Ben Walters, Inc. announces that they 
now stock window socks (boot socks) in all 
sizes. In addition they are now distributing 
Selvyt cloths, which are used for polishing 
footwear, silverware, glassware, jewelry and 
cutlery. Selvyt cloths come in the three 
sizes A, B and C. For full details and prices 
write the firm at 156.Seventh avenue, New 
York City 11. 
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COLORS + VIOLET 


Bullaton | *60L0 mist 
SEAMLESS |: MISTY JADE 





Dont Be Switched. _. INSIST ON A PROVEN PRODUCT 


SUPPLIED BY A RELIABLE SOURCE 


Write for Free Color Card ... Jobber Inquiries Invited 


BULKLEY DUNTON & (0O., INC. 


Bulkton Display Division 
CORRY 2-8257 CORRY, PENNSYLVANIA 
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—At top right is the author supervising the installation of a window display in 
the Regent street, London, branch of Richard Shops Ltd. ... Top left is a display for 
the Blackpool branch . . . Walls are hung with pale yellow straw ribbon in front 
of which stands a ladder painted harvest yellow with teak planks to form a plat- 
. . « Featured in this display are topiary trees with wood shavings dyed 
. . Floor is of beige raffia matting. Above is a typical 


form 
green to form foliage . 


Critique: 


An English Displayman 
Looks at U. S. Display 


By JAY DICK 








ABOUT THE AUTHOR: 


Jay Dick is the display manager for Richard 
Shops Ltd., an English chain of 85 fashion stores. 
His work has appeared in DISPLAY WORLD on 
several occasions. Last fall he paid his sixth 
visit to the United States, studying particularly 
those displays in New York City, San Francisco, 
Los Angeles and Philadelphia. In this article he 
gives us a straight forward report of what he saw. 








window in one of the smaller towns, in this case, Newbury, Berkshire— 


Y first impressions of window displays 

in the U.S.A. after an absence of two 

years is that department stores are 
not spending nearly as much money. This 
does not mean that the displays are not 
effective, although the number of stores that 
have confined themselves to an “oil painting” 
hung on the wall beside a single mannequin 
has reached such proportions that originality 
has been flung out of the window for good 
taste. 

One of the most effective displays I saw 
consisted of nothing more than a length of 
batten and a daily newspaper, and, what is 
more, it appeared in the windows of a top 
Fifth avenue department store! 

This year, 57th street has stolen the laurels 
for good displays from Fifth avenue. In 
fact, the most original and exciting displays 
that I saw in the whole of the U.S.A. were 
on 57th street, New York City. 
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Here in Britain, the department stores of 
Wilshire boulevard, Los Angeles, have long 
been a by-word for glamorous displays, and 
it was a disappointment to find a graceful 
curtain and a large vase as the only display 
props in a center that is on the doorstep of 
Hollywood. Surely 1960 must be the year 
when the household departments have never 
worked so hard to provide display props! 

Of the towns I visited, some of the best 
displays were to be seen in San Francisco, 
and here several stores were outstanding, 
and it was a delight to find that Gumps were 
everything displaywise that DISPLAY 
WORLD had led me to believe. In recent 
years Philadelphia seems to have taken the 
display crown from Chicago; Wanamaker’s 
interior and Gimbel’s exterior were outstand- 
ing. In fact, back home again, nearly 4,000 
miles away, the only displays in Chicago 
that I can recall in detail were to be seen 


at Marshall Field, surely indictment enough 
that they were more outstanding in years 
gone by. 

In one instance, America is far ahead of 
Britain and this is the manufacture of man- 
nequins for window displays. Far less ex- 
pensive, they have an elegance and realism 
that gives character to many displays that 
otherwise would appear prosaic. 

American displaymen also use far more 
colored lighting than their British counter- 
parts, and it is obvious that it is receiving 
careful consideration when planning a dis- 
play. Many of the displays do not come into 
their own until daylight fades. Whether this 
is a good thing or not is arguable, but it is 
certain that the volume of customers does its 
window shopping in daylight, and here in 
Britain this is a prime concern. We had an 
example in one of our windows a little time 
ago, when the whole essence of the displays 
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was the inclusion of a cloud machine. In 
daylight this vanished against the strong 
sunlight, but at night our windows became 
crowd-stoppers. 

A word about chain stores which are na- 
turally far more widespread and far greater 
numerically than in Britain. They just do not 
compare with the standard set in the United 
Kingdom, and one can only presume that this 
is due to the fact that heads of departments 
cannot give them the same personal super- 
vision direct from “head office” that is possi- 
ble over here. In fact, even in such a small 
chain such as ours, we find that it takes us 
all our time to personally view every branch 
twice a year, which I would consider a 
minimum for the running of an efficient 
chain store display department. 

| believe that many chain stores in the 
U.S.A. operate their display departments by 
means of photographs, and sitting in New 
York there is just no way of knowing, apart 
from a supervisor's report, how the display 
looks in say, New Orleans. Here with our 
island only 600 miles long, we are able to 
call all the area men into “head office” and 
take them to a branch which has been dec- 
orated in the style required for the following 
season. We are also able to have frequent 
conferences with regard to the use of display 
fittings and dressing of merchandise and 
when the displaymen concerned have the 
opportunity of discussing their problems di- 
rectly with the display manager. 

Another factor that operates to the benefit 
ot chain store displays is the distance that 
our area men travel to the various branches. 
We have 14 displaymen operating in Britain 
and none of them have to travel more than 
150 miles to any one branch. Not only is 
this very satisfactory economically, but it 
allows us to pay visits to each store every 
two weeks to supervise the work of the 
resident display staff. 

In conclusion, I feel that it is only fair to 
say that as displays in Europe, and in Britain 
in particular, improve as the war years re- 
cede (and it has improved) the window dis- 
plays in America seem less breath-taking by 
contrast ! 


New Decorative Treatment 
For Luminous Ceilings 

Write to Jaffre Products Corp., 189 First 
street, Brooklyn 15, for a copy of their 
brochure describing how luminous ceilings 
can be installed through the use of their 
attractive Ply-Grilles. These would be par- 
ticularly useful in remodeling of older stores 
and original applications in new stores. The 
filigree panels come in 11 original patterns, 
all also available for shutters, screens and 
other dividers for home or display use. 


Lewis Elected President 
Of New York Exhibitmen 


Leslie E. Lewis of the Ivel Construction 
Corp. has been elected president of the Ex- 
hibit Producers & Designers Association, 
New York chapter, for the current year. 
His term is effective immediately. The 
members of this Association will be heavily 
involved in the design and manufacture of 
exhibits for the New York World’s Fair 
1964-65. 
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NEW LIGHT SCALE 


PERFORATED 
METAL SHELVES 


complete with brackets 
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NOW you can have multi-level displays light in 
scale, low in cost, and simple to set up anywhere. 


Gold or Black finish at the same low prices. 


Diamond or square design in two sizes 


8-inch x 8-inch . . . $2.35 each 
12-inch x 12-inch . . . $2.95 each 


Ask your “KEY POLE” distributor, or write to. . . 


CREATIVE PROMOTIONS EMPIRE DISPLAY 
OF CALIFORNIA, INC. o...MFG. CO., INC. 


3820 GROVE STREET 45 WEST 34th STREET 
OAKLAND 97, CALIFORNIA 6: VORE Ua Ba Fa 




















NEWSGRAM 


By GABRIEL VALENTI, Managing Director 


NATIONAL ASSOCIATION OF DISPLAY 


INDUSTRIES 








ter Wonderland” was selected as the 

theme for the 20th Christmas Market at 
a meeting held in Chicago in January to de- 
cide show plans. The accent will be on a 
Switzerland Wonderland. The show site 
selected by the National Association of Dis- 
play Industries was the CONRAD HILTON, 
where so many previous exhibitions have 
been held. Dates set were June 25-29. 

In the official show announcement to the 
members, mailed in late January, approxi- 
mately 50,000 square feet of exhibit space 
were offered. This figure matched total area 
used the last time the N.A.D.I. exhibited in 
Chicago, when eighty firms had product lines 
on view. 

Early reaction, following the an- 
nouncement, indicated that sales of exhibit 
space should parallel and even exceed pre- 
vious figures. General consensus was that, 
for display producers, showing at this mar- 
ket is a must to introduce Fall and Christ- 
mas lines effectively to the trade and to 
keep pace competitively. With display bud- 
gets for 1961 said to be on a par and, in 
some cases, higher than in 1960, a strong 
performance at the Christmas Market, on 
the vendor side, would assure a _ healthy 
sales volume for the entire year. 

Exhibit space is rented to N.A.D.I. mem- 
bers only. Membership applications, for con- 
sideration by the Board of Directors, can be 
obtained from Association headquarters at 
the Hotel Governor Clinton in New York 
City. 

Details connected with the show theme 
will be developed in weeks ahead and, in 
future newsletters, the complete program 
will be announced. Prospective is the ap- 
pearance of someone from retail top man- 
agement to address the semi-annual N.A.D.I. 
member's meeting on the night of June 23rd. 
For the theme, hospitality areas, appropri- 
ate prizes and Switzerland-inspired decora- 
tions will be featured. 

Plan now to attend the industry’s major 
event for 1961 in Chicago this June. 

— NADI — 

NRMA EXHIBITION: The N. A. D.L, 
for the first time, participated as an ex- 
hibitor at the renowned National Retail 
Merchants Association convention held in 
New York City in early January. The 
N. A. D. I. exhibit was on an institutional 
basis. Our objective was to increase man- 
agement’s awareness of our role in retailing, 
first, by being at the convention with an out- 
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—Above is the NADI display at the NRMA con- 

vention . . . Mannequins and other props and 

fixtures are revealed behind the scrim panels at 

right as lights are raised and lowered automati- 

cally . A leading New York City display 
director designed it — 


standing exhibit and, secondly, to avail of 
the opportunity for person-to-person con- 
tacts to tell about Association activities and 
facilities. 

Photographs of the booth were sent to the 
trade press for publication so that Associa- 
tion “aficionados” could see what we had 
on exhibit. Person-to-person contacts were 
many throughout the convention and, though 
for us the results of such an exhibition may 
be labeled intangible, the public relations 
values and by-product results for the trade 
do constitute big gains towards reaching 
industry advancement goals. 

For the future, we plan to participate in 
other industry-wide exhibitions. Prospective 
for now is an instituional exhibit at the an- 
nual stationery show in September in Chi- 
cago. 

— NADI — 

NADI LIBRARY: A news release an- 
nouncing our N. A. D. 1. Library was sent to 
the business press last month, and we pub- 
lish the release in the newsletter to get the 
broadest possible coverage for this im- 
portant service to the trade: 

“A much needed Display Library is being 
set up by the National Association of Dis- 
play Industries at its national headquarters 


at the Governor Clinton Hotel in New York, 
it was announced today by Gabriel M. Val- 
enti, Executive Director. 

“At the outset the Library will consist 
primarily of photographs of retail window 
displays. The photos, numbering about 4,000, 
are being made available to NADI by 
“Display World”, the trade magazine, which 
annually conducts an International Display 
Contest. 

“The photos are the bulk of the entrants 
from the 1959 contest, and are arranged in 
65 different retail classifications. The classi- 
fications include apparel subjects, such as 
women’s dresses, millinery, lingerie, etc., as 
well as special event displays, furniture and 
appliance displays, style show settings, floats, 
travel displays, and others. 

“Edgar Moser, President of NADI, which 
represents 145 leading manufacturers, said 
the organization is delighted to be able to 
start a photo library. “We believe that 
many firms are looking for guidance on 
display or seeking ideas to adapt to their 
use,” he said, “and we think the availability 
of this library to all will be good news to 
sales executives, owners of small businesses, 
sales promotion, advertising people, writers, 
and others.” 

“To use the NADI Display Library, which 
will be ready in about two weeks, it is sug- 
gested that appointments be set up in ad- 
vance. The service is being provided at no 
charge by the Display Association.” 

For now the Library will consist of the 
photograph file plus the books on display and 
allied subjects we have been accumulating 
over the years. The book part of the Library 
is fifty per cent stocked. However, there are 
some publications in the field that we lack. 
We would be particularly anxious to obtain 
back issues of display trade magazines in 
the period before 1950. Also desirable are 
books on display, both on the principles and 
the practising levels. If you are ever in a 
book discarding mood, do write to the 
NADI to let us know what you have. We 
will, in turn, check our book shelves to see 
whether we could avail ourselves of your 
generosity in this excellent service for the 
industry. 

CASE HISTORIES: To assist our public 
relations program, case history reports of 
how displays have boosted sales in retail 
stores would be most welcome. These re- 
ports should focus on the effect of displays 
on store sales volume and gross margins. 

(Please turn to page 5!) 
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Introduced for the first 
time at the December 
NADI Show in New 
York, the Slimline 
Pantsform has already 








been widely acclaimed 
by top display men 
throughout the country. 
The new Slimline 
Pantsform is a unique 
design created to meet 
the problem of showing 
the many features in 
men’s slacks, to better 
accent the slim look. 


The exclusive swivel 
base provides greater 
flexibility for action. 
Perfect balance permits 
this form to be 
suspended. Plastic 
laminated fiber 
construction makes it 
chip proof and washable. 
Although no pinning is 
required, this material 
can easily be pinned 
into. A decorative top 
in hammered antique 
burnished bronze best 
compliments this type of 
form in the traditional 
feel. Available in two 
styles, the kick leg 
(61-1) and the straight 
leg (61-2). 


Price: $49.50 
including swivel base. 
F.O.B. Los Angeles 
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By RUSSELL D. SHAW 


Display Director 
Dickson & Ives, 


Orlando, Fla. 





HE most lavish Broadway production, 

the most powerful space missile, even 

the most glamorous displays — have 
their beginnings on a drawing board and 
in a workshop. Of course, the idea, dream 
or inspiration came first, but it was trans- 
formed into reality only when sketched, 
then created into designs of paper, fabric, 
wood, glass, and other materials too numer- 
ous to mention. A lot of hard work went on 
behind the scenes in some type of workshop 
—much more than generally realized by the 
casual viewer of the finished creation. This 
is certainly true of all types of displays. 


Even with an unlimited budget a display 
director will choose to design many of his 
props and have them constructed in his shop, 
in order to create original and effective dis- 
plays. Others find it a matter of necessity, 
in order to stay within the budget. In every 
case the work is much easier and the final 
production of a higher quality if the shop 
is adequate, conveniently arranged and prop- 
erly equipped. A really “workable work- 
shop” equipped with power tools is a must. 

Very few stores voluntarily provide dis- 
play with an ideal, much less adequate, 
workshop. Many times they are located in 
a dark, damp basement or in some other 
small space in the store, not desirable for 
any other purpose, even though it might not 
be at all convenient to the windows. We 
have found that the average display shop is 
a shambles: disorganized, untidy, dusty, and, 
in general, a mess. I am told that in some 
shops it is necessary to pick your way over 
stacks of discarded materials, pieces of lum- 
ber, props, etc., to find the display director, 
who is probably at his desk in the corner, 
in the midst of all this confusion. Many dis- 
play directors do not realize such a condi- 
tion exists because they have become so 
accustomed to such a shop over a period of 
so many years. They no longer see it as it 
really is, and cannot visualize it as it could 
and should be. 

Tomorrow morning, when you enter your 
display shop, try to view it objectively, as 
through the eyes of another person who has 
never before seen it. Imagine that you had 
met a customer on the sidewalk who was 
admiring one of your window displays, and 
that you invited her in the store to see your 
shop in which these displays were created. 
What would be her first impression? Would 
you be proud to show her through your 
shop? 

Please refer to Fig. 1. This is the view 
of my old display shop from the entrance. I, 
like many of you, did not realize that my 
shop looked like this until I saw this photo- 
graph. It really shocked me. Now refer to 
Fig. 2, a view from the entrance to my new 
display shop. There is quite a difference, 
don’t you agree? 

The problem of inadequate display work- 
shops is a part of our same old problem of 
management not placing the proper value on 
display. In many cases the display shops 
provided reflect their belief that display is 
just a necessary evil, or at least not worth 
the cost of providing the display department 
with adequate facilities. They must be sold 
on the fact that display can sell and on the 
importance of providing the space, 
etc., with which to create the desired effec- 
tive window and interior displays. 


tools, 
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When I heard that another floor was to 
be added to our store, in which a new dis- 
play shop would be located, I went in to see 
the president, and he showed me the blue- 
prints. As I studied the plans I realized they 
were designed by an architect who had no 
knowledge whatsoever of display and the 
requirements of a display shop. I proceeded 
to design the shop as I knew it should be 
and presented the plans to management. 
They already realized the value of my win- 
dow displays, but I must admit it did take 
some selling on my part to get some of the 
changes I desired. When it was completed, 
my employers were just as proud of the 
shop as I, and like to “show it off” to visi- 
tors at every opportunity. 

One of the biggest changes was in the 
atmosphere of the shop. The display per- 
sonnel are happier in their work and are 
more enthusiastic. To work in a dirty, con- 
fused mess is fatiguing, but there is pleas- 
ure in working in a clean, uncluttered, well 
organized shop. Display salesmen and others 
have commented on the fine atmosphere of 
the new shop, and what a great improve- 
ment it is over the old one. 

I could give a tip to you display direc- 
tors who would like to have an improved 
shop, but cannot sell management on the 
idea. Most display shops are real fire and 
safety hazards. The city fire department’s 
inspector should look over your shop. He 
will go to management and demand that 
certain conditions be corrected in order to 
conform to every regulation, in order to 
protect the store’s insurance. For one thing, 
it is against fire regulations to spray paint 
without proper exhaust and under certain 
fireproof conditions. Turpentine, lacquer and 
any combustible liquid should be stored in 
a metal storage cabinet. 

But once you are successful in getting the 
space and go-ahead from management, how 
do you go about planning an ideal display 
shop? A shop has to be set up to facilitate 
planning, art work and prop construction, 
and there should be enough room to carry 
on all these activities and to store the neces- 
sary materials and tools in proximity to the 
area in which they will be used. Guided by 
this broad rule, a practical workshop which 
will meet the needs of the average store has 
been worked out. This might have to be 
adapted to the space available but even the 
larger store can follow the same principles, 
only on a larger scale. Please refer to the 
floor plan of this shop shown in Fig. No. 3. 

(1) Entrance, 6 feet wide, 8 feet high. This 
large entrance will make it possible to move 
any size prop in or out of the shop with 
ease. 

2) Five bins, 3 feet deep, for storing 
seamless paper, standing rolls on end. The 
frame is 8 feet high but the top is left open. 

(3) Three bins, 4 by 4 by 8 feet. Storage 
area for props. 

(4) Sign Machine. 

(5) Metal cases for storing lead type for 
sign machine. 

(6) Paper cutter table. 

(7) Storage unit consisting of shelves for 
hand tools. Special compartment for staple 
guns. Small, easy-to-get-at bins for nails, 
screws, sandpaper, etc. A low shelf espe- 
cially for electric sander, drill, jig-saw, etc. 

(8) Cut-awl machine. 

(Please turn to page 46) 
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GUN TACKER 


Use where lighter, shorter staples are 
Ideal for mounting crepe paper, cloth window 
dressings and wall posters. 
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GUN TACKER 


Use where heavier, longer staples are needed. 
7m Ideal for assembling floats, store exhibits and 
show exhibits. 


HAMMER TACKER 


Quickly and securely staples with each biow. 
Ideal for nailing backdrops, woodwork construc- 
tion and wherever heavy nailing duty is required. 


; ONE-HAND OPERATION— 
Frees other hand to hold material being tacked. 


FASTER— 
Automatically faster than hammer and nails for 
all sorts of fastening jobs. 


MANEUVERABLE— 
Gets into close corners. Drives staple flush within 
1/16" from any right angle. 


VARIETY OF STAPLE SIZES— 
Arrow staples come in 12 sizes, ranging from 
3/16” to 9/16" leg lengths, for every purpose. 
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Designed to SELL 


By JIM KILEY 


SOUNDING OFF! 


ON’T punch a larger hole in the old 
an if it is leaking! 

While attending a recent trade conven- 
tion I heard many display managers say that 
their budgets had already been cut or that 
they expected this to happen in the near 
future. 

This brings to mind a story I once read 
about a prominent man who had made mil- 
lions in the retail trade. When asked what 
he would do if he suddenly found that all he 
had left of his fortune was $200, his answer 
was: “I would go out and buy a $150 suit 
and then go out and find a job.” 

Maybe this will come to the notice of 
management in a few stores where DIS- 
PLAY WORLD crosses the desks of some 
of the top executives, and it might do a little 
good. 

The other day I watched the new man in 
Washington tell us on TV that we are 
actually in a recession, which is something 
most of us have known for many months. 
In my humble opinion, it means that all of 
us will have to work just that much harder 
to get business, and it will certainly weed 
out the boys from the men. 

I recently walked into the local store 
operated by a nationwide company to pur- 
chase a new AM-FM radio and was amazed 
to notice that the “salesman” was actually 
resting his big rear end on the top of a TV 
set. I asked him if they had any radios of 
the type I wanted and he said, “Yes, right 
over there.” r 

At this point, I got my old Irish up and 
said, “I only wish I had my camera with 
me so I could take a picture of you resting 
on that TV with a cigarette in your mouth 
talking with a customer.” He got off the TV 
as if it were a hot stove and wanted to know 
who I was and what was the pitch. | found 
out that he had actually been a “salesman” 
in that particular store for some years and 
we had a chat that I feel helped the young 
man. 

The only reason I mention this story is 
that display is only another way of spelling 
“sell,” so the problem is related. 

I am sure of one thing, and I notice it as 
I travel around the country attending to my 
store planning business, the display profes- 
sion does not have to worry, as there is a 
continual influx of smart hard-working 
young men entering it. It has always been 
my contention that a loafer will not last 
very long in the business, and I only hope 
that top management will realize, more and 
more, what a wonderful selling tool good 
effective display can be. 


DOWN TO BUSINESS... 


Now, I have sounded off. Back to business. 
The sketch at the top of this page shows 
how a section of a store or department can 
be remodeled at a reasonable cost. The rear 
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wall is covered with pastel-striped paper and 
the two wall displayers can easily be con- 
structed out of plywood. The wood slats, 
indicated on the one at the right, will make 
it possible to drape ladies scarfs, hankies, 
etc., with a few purses displayed on the 
shelf. 

The other one shows how wood lattice 
strips can be used for draping. 

The units, flush with the side wall, were 
built in separate flexible sections so that 
they can easily be moved if and when re- 
quired. The sliding doors are %-inch hard 
board set in metal track. 

The show cases were factory-built and 
they proved ideal for the attractive display 
of ladies accessories. This same fixturing 
could be used in a gift shop section. 

The wallpaper was pale green and white 
stripes and the fixtures spray finished in a 
soft yellow. 

Note how a few circular low tables are 
used in the department so the customers can 
secure the red carpet treatment while they 
sit in comfort on the modern design chairs. 
In the case of a high price gift department, 
the saleslady places the items on the top of 
the low tables for customer inspection. 

I recently spent a few hours shopping 
with my wife in a large department store and 
was surprised at the limited number of 
chairs around for customer convenience. 

The drawing at the bottom of the page 
shows a new concept in wall fixtures; they 
embody perforated board saw-toothed panels 
installed on the top of 30-inch-high counters. 
Here again, we were careful to build all the 
units in separate sections, as shown. 

You can readily see that considerable 
extra plus-display area is gained by using 
these angled panels, and the concealed light 
from the overhead light strip flood lighted 
all the gift items on both the perforated 
panels and the shelf. 


We installed tube fluorescent light fixtures | 
under the translucent milk white glass used 


for the shelves and you would be delighted 
with the beautiful effect obtained when the 
light was reflected up through all the color- 
ful glassware. 

Note how considerable back-up stocks can 
be carried inside the sliding door counters. 
Wood cut-out letters were then installed 
along the top of the light strip and the as- 
sembled fixtures sprayed in the new two- 
tone flecked finish. If you have not inves- 
tigated the possibilities of this fine quick- 
dry paint it will pay you to do so. Most of 
the nationally advertised paint manufac- 
turers now embody it in their lines. It 
makes it possible to EASILY build up a 
heavy finish that completely hides all the 
small imperfections in the plywood. 

I recently installed the same type of saw- 
toothed perforated board panel units in a 
large hardware store and it was loaded with 
carded impulse items with larger goods 
featured on the shelf. The hidden lights will 
cause the chrome finish on all your house- 
hold items to glisten and shine. 
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Meet 
Hortense... 
America’s 


First 


Displady 


HQ said display is a man’s world? 

Let’s face it. The fair sex has a 

pretty important niche in this won- 
derful profession, and here is’ veritable 
proot! 


Every day, at five o'clock, a gamin-like 
little creature appears in the tabulous salon 
of Lanvin Parfums on New York’s own 
fabled Fifth avenue. 


Her name is Hortense, and from her 
perky, starched lace cap to her black-button 
shoes she is as Gallic as the world-famed 
French perfume house she works for. 


Completely at home within its sumptuous 
brocaded walls and elegant furnishings, she 
nightly greets hundreds of New Yorkers 
who, passing by, stop to look and see “what 
is new with Hortense at Lanvin,” and she 
never disappoints them! 


Being French, of course, she has a mind 
as well as a personality of her own, and 
like all Frenchmen she is as unpredictable 
as a chameleon. 


Her nightly chores tidying up the salon, 
dusting and cleaning the precious bottles of 
Arpege as well as seeing that every glitter- 
ing prism on the magnificent crystal chan- 
delier shines like a diamond, are often in- 
terrupted by her moods to catch up with the 
latest book, or to relieve the passing of time 
by leisurely enjoying a bottle of good French 
wine with a sandwich or a bit of good 
French cheese. (She has every maitre de and 
waiter of the adjoining Savoy Plaza at her 
beck and call!) 

Sometimes, having been a little over-indul- 
gent, she has been known to try every 
remedy on the shelves of the adjoining 
pharmacy, and an array of bromos, aspirins, 
etc., and even an ice-pack on her head are 
not an uncommon sight. But next day, gay 
as Paris herself, she is back on the job and 
can seldom resist sampling the wonderful 
assortment of world-famous Lanvin frag- 
rances that surround her. 


She is also an avid horticulturist, as can 
be seen, and takes great pride in caring for 
the exquisite silken blooms that abound in 
this sumptuous salon. 

Occasionally she gets talked into helping 
out when things are a little rushed and will 
do an ingenious job of gift-wrapping — and, 
now and then, she can even manage to as- 


(Please turn to page 47) 
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beautiful "'Ply-Grille'’ panels for ewindow displays «interior backgrounds 
case units *departmental dividers ¢luminous ceilings and walls 


SSK Decorators! Here is attractive wood grillework for every department from Clothing to 
S82 Furniture, to help you create interesting window and interior effects, plan partitions and 
— backgrounds. In |! distinctive filigree patterns, with or without plastic backing or 
sandwich. You can order knock-down as well as complete units ready for custom installa- 
tion. We also have "Ply-Grille" Foldoors, shutters, and all kinds of transparent and 


translucent installations. Also a complete line of folding screens. Select your pattern. 
UNFRAMED GRILLES, Birch or Philippine Mahogany HEAVY FRAMES 


Order Single Single Double Triple ; " "" : 
Size by a(t" Thick Thick SNE 20, NN CEE: 5 PF Se 
Number Grille Sizes i Thick a F 
#2 1S. x 23'/, : 2.60 . . Sizes 17% x 744, $4.00 each frame 
#4 1i5'/, x 48 4.50 50 . ’ Sizes 17% x 98% $6.50 each frame 


5. 
%6 15'/. x 72 . 8.00 . , Sizes 17% x 123'4 $8.00 each frame 
#8 24" x 48 , 8.50 ‘ ‘ 


APPLY FOR DISCOUNT AND BROCHURE Above Prices Are List Inquiries Invited 


Discounts 
Supply us with the measurements you Brochure Available 
wish and we will quote you on a factory - ‘ . : 
prepared do-it-yourself package or a fac- as yeh ~<a wae Say te wg 
tory constructed unit, painted or unpainted - ABP. we . 
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Patterns 107, 108 and 109 available OUR NEW "SKY HOOK" LINE 
only in 1542” x 23'%”. For Luminous Ceilings and Strip Lighting 


Exciting new use for ply-grilles! Easy to install, coupled with 
frosted plastic, complete with wood T-moulding and brackets. 
Write for complete brochure on this revolutionary new con- 
cept in decorative luminous ceilings. 





























#104 #105 #106 ) #109 #110 JAFFRE PRODUCTS CORP. Lcrt. OW-3. 189 First Street 


Brooklyn 15, N. Y., TR 5-8545 





the gift of silent selling... 


WALLMASTER 


il yf? 
says, 


“BUY IT NOW?” 
from FLOOR-TO-CEILING DISPLAYS 


e Self-supporting floor-to-ceiling e Uprights accommodate all 
display uprights can be erected Spacemaster brackets and 
in seconds to create any desired accessories. 
merchandising application. 


if 


e Double-slotted uprights are e Easily changed, moved or modi- 
available for ceiling heights fied to suit every requirement— 
from 8 ft. to 12 ft., with 12” height perfect for fast seasonal or pro- 
variations built into each motional displays. 
upright. 


e Write for complete details! Mail the coupon today! 


REFLECTOR HARDWARE CORP. 


NEW YORK OFFICE MAIN OFFICE, FACTORY PACIFIC COAST OFFICE, 
AND SHOWROOM: AND SHOWROOM: SHOWROOM & WAREHOUSE: 
225 W. 34th ST. 1400 N. 25th AVE. 511 WEST OLYMPIC BLVD. 

NEW YORK I, N.Y. MELROSE PARK, ILL. LOS ANGELES 15, CALIF. 


REFLECTOR HARDWARE CORP. Dept. DW-3 
1400 NORTH 25th AVE. MELROSE PARK, ILL. 


Please send me your CURRENT SPACEMASTER CATALOGS. 


Position 
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Retailing 


=| Serves America 


| Display 


Nerves Retailing 


Decorative Plant 
Serves Display 


136 West 24 St. N. Y. C. N. Y. 


* Weve been servicing 
leading display directors 


for 65 years ... with pride. 











A WORKABLE DISPLAY SHOP 


(Continued from page 41) 


(9) Five bins 2 by 4 feet (frame 8 feet high 
but open at top) for storing 1 by 2’s, wall- 
board, perforated board, plywood, round 
poles, moulding, etc., by standing on end. 

(10) Display director’s office. 

(11) Shelves 8 feet long and 2 feet apart, 
divided into compartments of various sizes 
as needed for storing breakable displayers, 
such as figurines, vases, etc. 

(12) Two bins 4 feet wide, 2% feet deep, 
containing three shelves for storing miscel- 
laneous items. 

(13) Three bins 2 feet wide, 3% feet deep. 
Both sides of each bin are covered with 
chicken wire. Seasonal foliage is stored in 
these bins by bending the end of the stem 
and hooking into the wire. The foliage hangs 
in a stationary position, is easily accessible 
and does not become crushed as it would if 
stored in boxes. 

(14) Cabinet 3 feet wide, 3% feet deep, 
with one shelf 4 feet from the floor, for 
storing sign paper for hand signs, cardboard 
for other signs, etc. 

(15) Tilted art table 4 feet wide, 3% feet 
deep, for execution of hand signs and small 
art work. 

(16) Spray painting booth. 

(17) Sink and drainboard. 

(18) Shelves, one foot apart, for storing 
paint. Since most of the paint used is latex 
paint which is thinned with water, the paint 
is stored next to the sink. Paint brushes, 
etc. are stored over the sink. 

(19) Band saw. 

(20) Work table, 4 feet by 8 feet by 32 
inches high. The legs of sturdy construction 
of 4 by 4-inch lumber. The frame is con- 
structed of 2 by 4’s and the top a piece 
of 4 feet by 8 feet 44 inch plywood. The table 
should be covered with a piece of wallboard, 
nailed down. This can be easily covered or 
replaced with another piece of wallboard 
when it becomes dirty or disfigured. The 
wallboard also serves to prevent the blade 
of the cutawl from being bent or dulled by 
a hard wood surface when cutting through 
a piece of wallboard in cutting out a design. 
Note that the bench saw, band saw, and 
smaller power tools are placed close to the 
work table. Also the lumber, nails and all 
materials used in the construction of props 
are close by the work table and power tools. 

It is very important that the workshop be 
well lighted. Consult an electrician as to 
the amount of general lighting needed, light- 
ing for special work areas such as the art 
table, and for the amount of voltage and 
number of outlets. 

There is one rule which will apply to 
every workshop: the old axiom “a place for 


| everything and everything in its place.” Also, 
| keep the shop neat and clean at all times. 
| Otherwise, there is going to be a lot of con- 
| fusion, lost motion and time. 


Please refer to photographs of various 
views of the new display shop. 

In Fig. 2, the bins for storing foliage are 
on the right. Miss Sandra Sellars is work- 
ing on the sign machine at the left. 

Fig. 4 shows the spray paint booth. It 
does not show the exhaust fan above. Note 
the compressor and spray gun. The front 
wall is the exact size of our window back- 
ground. The wall is covered with hard 


board, nailed to a frame constructed of 1 
by 2's. Background scenes are painted on 
seamless paper stapled to the hard board. 
We can set up our props in front of the 
completed scene as in a mock window, to 
judge balance, etc. In the photograph my 
assistant, Miss Millie Greppi, and I are 
working on a Japanese ming tree design to 
be used as a background for pure silk mer- 
chandise. 

Fig. 5 shows the sink and paint storage 
area, located at the entrance to the spray 
booth. Miss Greppi is mixing the paint. 

Fig. 6 shows a small space utilized for a 
sign department. Note the examples of hand 
lettering on the wall above the tilt-top table 
for use in training students. 

Fig. 7 shows the work table area. (Wayne 
Marsula is operating the electric drill.) Note 
the storage bins for the hand tools, hand 
electric tools, nails, etc., next to the work 
table and easily accessible. The area is well 
lighted by an 8 foot light fixture with 4 
fluorescent tubes directly over the table. 
There is a special hanging cord outlet in 
which to plug the hand electric tools. Also 
note the hard board, lumber, etc., stored in 
bins just beyond the work table. The bench 
saw is just to the right of the table and the 
band saw is at the left end of the table, 
although it does not show in this photograph. 

Fig. 8 shows another storage area. This 
picture was taken shortly after we moved to 
the new shop. Miscellaneous articles were 
temporarily stored in the bins to the left and 
they are not as neat as they should be 
Storage bin for seamless paper is on the 
right. Notice wood dividers at the bottom 
separate it into 5 inch wide sections. Ap- 
proximately 60 rolls of paper can be stored. 

Fig. 9 shows a portion of the display di- 
rector’s office. It is a private office with a 
private telephone. As previously mentioned, 
some display directors’ offices consist of a 
desk placed somewhere in the confusion of 
the display shop. This should never be. 
Display is the second most important activ- 
ity of a store: securing merchandise is the 
first in importance, and displaying and sell- 
ing it is second. For this reason | cannot 
see why the display director is not as en- 
titled to as nice office as the merchandise 
manager. You need the privacy of an office 
in which to interview applicants, design 
windows, make plans, make up orders and 
receive display salesmen and visitors. 

So, display directors, never diminish your- 
selves. Get yourself a “workable workshop,” 
including a nice office, and I can guarantee 
that it will work magic in improving the 
morale of the display department personnel, 
in making your work easier and in making 
it possible to produce better and more ef- 
fective displays. 


Delaware Exhibitmen 
Re-Elect Officers 


Members of the Delaware Valley Chapter 
of the Exhibit Producers and Designers 
Association, at their first meeting of the 
year, unanimously re-elected the following 
officers to serve for the 1961 term: 

President, Sydney Berman, Berm Studios, 
Inc.; vice-president, Robert Barry, Lewis 
Barry, Inc.; secretary, Warren Logan, De- 
sign Assoc., Inc., and treasurer, Donald 
Sparks, Sparks Studio. 


DISPLAY WORLD 





MEET HORTENSE ... 
AMERICA'S FIRST DISPLADY 


(Continued from page 44) 


sume a secretarial pose when a late telephone 
call comes into the salon. 


Recently when hurricane Donna hit New 
York, poor Hortense was caught like thou- 
sands of others and just about blown away, 
but with staunch loyalty she made it to her 
post, bedraggled and bewildered but intact 
and ready to tackle her night’s work. 


A true humanitarian, she keeps the pet 
doves of the salon well fed and the beauti- 
ful Lanvin wisteria tree well cared for. 


Although never too tired to return a smile 
or a wave to passing friends and visitors, 
she does occasionally stretch out on one of 
the Salon’s elegant sofas for a cat nap, but 
is always alert and on hand to greet visitors 
to the Salon and to bring them back again 
and again to see ... “What's new with 
Hortense and Lanvin.” 


Hortense is actually the whimsical prod- 
uct of the sparkling humor and inventiveness 
of Edouard L. Cournand, president of Lan- 
vin Parfums, Inc., who, after creating the 
most elegant salon in America, was faced 
with the problem of “what do you do to 
create displays in such elegant surroundings 
that will not only sell the products contained 
therein but also sell the prestige and dignity 
of this world-famous house of fragrance?” 
His solution was to let Hortense do it! 


Calling on Warren Montel, display direc- 
tor for Lanvin Parfums, Mr. Cournand con- 
veyed a mental picture of Hortense so 
clearly that it was no problem at all for 
Zaria Studios to make her materialize. 


Needless to say, she is extremely happy 
in her fragrant domain and hopes that all 
of you will come to visit her when you are 


in New York. 


London's Market Week 
Sets New Space Record 


Underway at the Hotel Russell in London 
February 20-23 is the fourth annual Display 
Market Week by the National Display 
Equipment Association. It is expected to 
be the largest and most comprehensive show 
of modern display equipment ever staged in 
England. 

Eric Cutler, director of NDEA, reports 
that reserved exhibit space had exceeded 
1960 early last year, thus establishing a new 
record. The association permits non-member 
firms whose products are closely allied to 
the display equipment trade to exhibit at 
their market week. 


Haydon Publishes 
Catalogue of Motors 


A condensed illustrated catalogue on its 
timing motors and time and torque controls 
has been published by the Haydon Division 
of General Time Corporation at Torrington, 
Conn. The eight-page folder explains the 
<ompany’s specialized background in de- 
signing, developing and producing these 
timing units and provides complete descrip- 
tions of various units and their applications. 
For a copy write to the firm at 245 East 
Elm street. 
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VP-IIl Display Motors 


put motion any place you please! 


Need a “shaft on a skyhook’’? 
When designs call for animation 
in out-of-the-way or inaccessible 
spaces, look to Lake-City for the 
problem-solving motors. Unusual 
shaft locations ... unique drive 
configurations — you name it! 
It’s likely that Lake-City can pro- 
duce a VP-III motor that’s just 
what the designer “ordered.” Even 
for conventional applications, 
VP-III synchronous motors are 
the better choice. Superior fea- 
tures like positive lubrication, 
heavy-duty gear train, and vari- 
able pole rotor assure unmatched 
performance and reliability. Pow- 
erful permanent magnet for high 
output torque. Any speed up to 
400 rpm. Write for data bulletin. 


Could either of these typical ideas 
help you build better displays? 


LAKE CITY, INC. r= 


A SUBSIDIARY OF CONTROLS COMPANY OF AMERICA 
CRYSTAL LAKE, ILLINOIS 





SHAN-SHUI MOZAMBIQUE CONTESSA TRAVATEX MIGNON 


edie ne 


SS ee 


greene 


Background or Foreground 


VICRTEX VEF VINYL FABRICS 


match your display mood 


- 
- > pry ~s 
- “ 
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Vicrtex Wallcoverings conform- 
ing to U/L specifications now 


available on request. “vinyl electronically fused 


Add a dash of inspiration to your display imagination with versatile 
Vicrtex vinyl fabrics. From giant panels to portable displays, accent mer- 
chandise with subdued luxury or sparkling metallic motifs. More than 
200 colors — soft pastels to brilliant tones . . . 50 textures — boldly 
modern to unusual exotics. 

Easy to use; reusable for years, because they’re virtually indestructible. 
Won't chip, crack, peel or fade — resist stain, flame and mildew — wipe 
clean with a damp cloth. 


Write TODAY for swatches, prices and descriptive literature. 


L. E. CARPENTER & COMPANY 


356 FIFTH AVENUE * NEW YORK I °* Phone: LOngacre 4-0080 








YOUR DISPLAYS 


WITH | LOVE OTA 
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ANIMATED DISPLAYS 


SERIES FB om ‘ 
Enclosed Helical Mee. bs 
gear motor—low ' 
cost quiet opera- a 
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Write for details. eisai 
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VUE-MORE CORPORATION 
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—Headlines proclaim 


| the arrival of the "The 
| Jackie Look" to Kir- 
| ven's, Columbus, Ga., 
| as mannequins, 
| dressed in that “look” 


| whisper the news to 


each other— 


Kennedy Figures 


Create 


Nation-wide Publicity 


In case you haven't heard — if that 

is possible — mannequins that look 

like the new President and his chic 

wife are making news for the display 
industry. 


—In a dignified set- 
ting are the President 
and his wife dressed 
for the Inaugural Boll, 


framed in the silhou- 


_ette of the Capitol 


dome— 


NVEILED just in time to inspire In- 
auguration Day displays throughout 


the country and newspaper, radio, tele- 
vision and magazine publicity just as wide- 
spread were the mannequins in the likeness 
of President and Mrs. John F. Kennedy, 
developed by Tero, Inc., New York City. 
Life magazine opened its feature entitled 
“You don’t have to look hard to see another 


Jackie” with a full-page photo of two Tero 


workmen delivering the two models to John 
Frederics shop in New York City, where the 
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two figures were revealed prior to Inaugura- 
tion Day. Another photo on a facing page 
showed “Jackie” being readied for her debut 
in the John Frederics window. The magazine 
said: “Jackie Kennedy, even in fashion sculp- 
ture, is a remarkably recognizable version of 
Jackie in the flesh. Her look and style are 
setting a national pace . . . a deserved compli- 
ment to a very young and very poised First 
Lady.” 

A five-minute film report about the manufac- 
ture of the two mannequins by Tero was a 
prominent part of the Huntley-Brinkley NBC 
News program on January 13. 

Brief mentions of the personality manne- 
quins were made by The Wall Street Journal 
and Women’s Wear Display. An article and 
photos were circulated by United Press Inter- 
national, resulting in publicity in practically 
every major city throughout the country. 


On Inauguration Day many outstanding | 
stores across the nation utilized the two figures 


in institutional and patriotic displays. 

One store that used them quite effectively 
and tastefully was Kirven’s, Columbus, Ga., 
where Display Director Ray Martin framed 
the figures in a cut-out silhouette of the Capi- 
tol dome. Jacqueline stood beneath a crystal 
chandelier appropriately dressed for the In- 
augural Ball. In full evening dress at her side 
was the new President, his hand on a chair 
containing a top hat and other accessories. 
Red, white and blue colors predominated. 

In other windows, mannequins dressed in 
“The Jacqueline Look” were arranged in set- 
tings of Washington street scenes with silhou- 
ettes of famous Washington landmarks in the 
backgrounds. Some mannequins held news- 
papers with bold headlines such as “Fashion’s 


First Lady seen at Kirven’s.” Other manne- | 


quins seemed to be whispering the news to 
each other. 

According to Tero president, Steve Carano, 
Inauguration Day will not be the last appear- 
ance of these two models, being sold on the 
exclusive one store to a city or trading area 
basis. In the future the mannequins will be 
referred to by Tero as models MR90 and 
MRS92, the letters leaving no doubt as to 
which is which. 

For further details concerning prices and 
availability, contact Tero, Inc., 155 West 23rd 
street, New York City 11. 


—Gaining in realism by stages, mannequins of 
President and Mrs. John F. Kennedy progress 
from the unpainted models (foreground) to 
painted models (center) and on to the com- 
pleted likenesses (rear) . . . These are identified 
by Tero, Inc.. New York City manufacturer, as 
models MR90 and MRS92 . . . UPI Photo— 
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TRUE-TO-LIFE SUNSHINE GREEN 


forevergreen ES GRASS MATS 


Have Outsold All Others for 38 Years 


| ic only grass with natural sunshine green 

it has 78 rows instead of 72 

11% larger in size 344’ x 6’ 

neatly hemmed ends—no raw cut edges 
mildew and flame proof 

Standard mats, rolls or special sizes 

sold by all leading jobbers 

first choice of professional display people 

















THe JOSEPH M. STERN company 


1968 East 66th Street © Cleveland 3, Ohio 
THE WORLD'S LARGEST MANUFACTURER OF DISPLAY GRASS 





NOW YOU / 
CAN DRIVE Aj 
% CROWN 
STAPLE! , 


+3 
HANSEN (1-6) TACKER 


This new HANSEN TACKER drives a 3%” WRITE today for complete Hansen Tacker 

, oat tes thi t line. 
crown staple in four lengths from 46” to 34”. “aloe - - - Mustrates Mhis great line 
Sturdily built and weighing only 1% Ibs., it FN MFG C0 
will assure extra support for displays, fabrics A. L. HANSEN a aegis 
and other uses. Chicago 40, Illinois 
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PATTERNS... 
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WIN-DO-DEC WIN: 


IN 18 SUN-RESISTANT 
COLORS! seu can atways set 


color brightness and uniformity 
when you use Win:Do-Dec and 
Win-Do-Wave. More than that, 
both eye-appealing patterns are 
perfect for air-brushing ... and 
come in these 18 sun-resistant 
colors: 


e ORANGE e APPLE GREEN 
e POWDER BLUE e PEACH 

e ORCHID e LIGHT YELLOW 
e NILE GREEN e PINK 

e ANTIQUE IVORY e AZURE BLUE 


» NATIONAL BLUE e CANARY YELLOW 


e NATIONAL RED e DARK GREEN 
e WHITE e BROWN 
e BLACK e PURPLE 
SPECIAL COLORS MADE TO ORDER 


See for yourself! 








: Send for these 
X _ free sample 
Win-dodec | kits today. 





AJAX BOX DIVISION 
St.Regis 
PAPER COMPANY 
7701 West 79th St., Bridgeview, Illinois 
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(Continued from page 10) 
what great stores have used an item. It is 
probably a lack of maturity on my part, but this 
sets up a block. 

DO NOT do anything which would impede an expedient, 
businesslike presentation of your line. 

We see everybody. That is our policy. 

We are dedicated to the proposition that 

there is room and time for everyone and that 

consideration, courtesy and the Golden Rule 
are still the most important functions of 
man. Please don't make it difficult. 

For the benefit of the more than 800 new 
paid subscribers added to our lists this past 
month as a result of an extensive circulation 
promotion, may I reiterate some of the many 
services provided by DISPLAY WORLD gladly and 
promptly at no additional cost. 

There is the Service Bureau Department, 
explained fully on page 64 of this issue. More 
than 900 manufacturers of display materials, 
equipment and accessories receive this bulletin 
listing requests for literature, information and 
prices. New stores will find this service of 
considerable value as a means of quickly estab- 
lishing a complete library of display sources. 

DISPLAY WORLD staff members provide free 
consultation and advice on any display or store 
planning problem; or they can recommend other , 
authoritative sources of information. 

A postal card is all it takes to secure 
"where to buy" information from our files, 
considered by those who constantly use this service 
to be the most reliable and comprehensive source 
for this type of information available anywhere. 

Many inguiries can be answered concerning 
materials very remotely related to display. For 
instance, we recently supplied the name of the 
manufacturer of the little round plastic balls 
used in roll-on deodorant bottles. 

With Jack and Jacqueline stepping out of 
store windows (as Philip Morris' Johnny used to 
do) all over America, I wonder how long it will 
take some mannequin manufacturer to come up with 
America's third most popular child star, Dennis the 
Menace, as an addition to its children's line. 

Cordially yours, 


aE. 








DISPLAY WORLD 








NADI NEWSGRAM 
(Continued from page 38) 


substantiate releases to the press that de- 
scribe and detail display achievements. Your 
cooperation would be appreciated, and, of 
course, due credit will be given to any con- 
tributor. 

Also desirable would be articles and com- 
ments from freelancers in the trade, espe- 
cially if they specialize in displays for a 
specific segment or category in retailine. 
Wanted are writeups for placing in men’s 
wear magazines, in the glassware and gift 
fields, in shoe magazines, in the linens and 
domestics area, in hosiery and underwear 
publications, etc. It is felt that if the serv- 
ices of the freelance displaymen become 
better known to the small retailer, that 
much can be done in this neglected area to 
uperade the calibre of displays undertaken. 

So, if you have material that could become 
the basis for an item or feature of interest 
to any retail group, do send it to us in any 
shape or form. We will reshape it to suit 
specific purposes. 


— NADI — 

HELP WANTED: Several job opportuni- 
ties were brought to our attention last 
month. Here are some of the details on the 
openings : 

1. In the Chicago area, a manufac- 
turer, who supplies fixture producers, is 
looking for a sales manager. Salary is 
$15,000. 

2. In New York City, an NADI mem- 
ber needs a display designer. 

3. A free lancer is desired for work 
a few days each month in the Hudson 
Valley area, 50 miles from NYC. The 
store specializes in women’s and chil- 
dren’s wear. 

4. A chain of retail stores wants two 
displaymen, one for work near New 
York City and the other in upstate 
New York. 

If interested in any of the above oppor- 
tunities, let us know at the NADI, Governor 
Clinton Hotel, New York City 1, and we will 
convey further details. 

NEW MEMBERS: Three firms were 
added to our roster during January. We 
welcome the following display manufacturers 
into the N. A. D. L.: 

DISPLAYS UNLIMITED, INC. 
—NEW YORK CITY — They are pro- 
ducers of papier mache figures, painted 
backgrounds, spunglass units, custom 
foliage, case and novelty trims. 

HULSIZER’S — DES MOINES, 
IOWA — They are manufacturers of 
artificial flowers and display units. 

RED WING PRODUCTS — NEW 
HYDE PARK, L.I, N.Y. — They are 
manufacturers and distributors of dis- 
play equipment and merchandising aids. 
You will be able to see their product lines 

on exhibit at our Christmas Market in Chi- 
cago in June. 


Canner Joins 
Royal Mannequin 

Royal Mannequin Corp., 2436 N. W. 38th 
St., Miami, Fla., announces that Sam Can- 
ner, formerly of Display Associates, Inc., 
Jersey City, N. J., is now an officer and 
director of the firm. 
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TOME! 


Reytrim has made prints especially for Spring, 
colorful, light and airy, with just enough color 
and atmosphere to make them the natural 
choice for Sparkling Spring displays 


‘‘Remember Say Reytrim” 

















THE REYTRIM MANUFACTURING COMPANY INC. 


ROYERSFORD, 


PA. 

















America’s Top Stores 
wanted the “‘Finest”’ 
Easter Bunny Outfit 
and GERTRUDE CORNELL 


created it! 


A HIT 


Live, 
Personal Appearance 


EASTER BUNNY OUTFIT as photo- 
graphed — fine quality purple velour 
trousers, pink satin jacket and white 
brushed rayon head, complete. $150 


Standard Corduroy Costume... .$120 


Gertrude Cornell 


Creotors and Manufacturers of Promotional Costumes 
140 W. 42 St. New York 18, N. Y. 
CHickering 4-1449 











WARDROBE 
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Rental of authentic and reproduc- 
tion period costumes and accessor- 
ies in sizes to fit contemporary 
display mannequins — mannequin 
wigs dressed in period styles .. . 
Costumes are complete with acces- 
sories and any required hoops, 
bustles and pads, to create a true 
period silhouette. 


HERBERT CALLISTER 


LYDALL ST., MANCHESTER, CONN. 
Mitchell 9-6319 


411 





Bice 


No. S-4 


LATEX-RUBBER 
MILLINERY HEADS 


Latest Fashion-Style 
Light weight @ No chipping 
Full line of rubber display hands and 
figures. 
Custom molding for display studios. 


AR-TEE CREATIONS, INC. 


320 DRIGGS AVENUE BROOKLYN 22, N. Y. 
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DOWNTOWN SURVIVAL 


(Continued from page 32) 


survive and compete successfully with sub- 
urban shopping centers, the individual mer- 
chants will do well to work hand in hand 
to create a new believable image, one that 
will reflect an outstandingly clear and defin- 
ite personality, an 
purpose. 


image of integrity of 

Our area of interest today is 
loosely call display. It is the one medium 
of sales promotion that can convert the 
obsolete, foggy, confusing image of most 
downtown trading areas into one that has 
an outstandingly clear and definite person- 
ality. It can transform the scullery maid 
into the belle of the trading area ball, with 
greater speed and at a more realistic cost 
than any other medium. 


what we 


Let’s see what shopping centers have that 
downtown does not have. 

Shopping center stores are light, and look 
airier; light colored walls recede, creating 
the image of larger space. Merchandise is 
easier to see, is easier to find. Low-priced 
merchandise looks better than its price indi- 
cates. 

Shopping center store fronts are open; 
they are more inviting. 

Shopping center stores are new. They are 
equipped with new fixtures that have been 
engineered to carry greater assortments and 
duplicates in less space, and in a way that 
makes shopping easier. 

Shopping centers are colorful. Not only 
each store, but the whole center has an 
image of youth and gaiety, an image and 
personality that attracts the whole world. 

Shopping centers have the advantage of 
impact, and before an entire downtown trad- 
ing area can create a powerfully new image, 
each merchant in the area must do his part 
to create a new image with new wall tones, 
more colorful identification, modern stock 
and display equipment, modern lighting. 

Merchants’ associations would do well to 
consider cooperative display promotion 
throughout the entire downtown area, as 
well as cooperative newspaper advertising. 

Seasonal themes could be selected and 
then dramatized in the windows and inter- 
iors of each store in the area. For example: 

“Spring Style Marches on Downtown,” 
“Christmas is a Family Affair Downtown,” 
or possibly “Downtown Stores will Not be 
Undersold,’ “There are Millions of Gifts 
Downtown,” or “Downtown . Your Serv- 
ice Shopping Center.” 

“Control” is a 
keeper, and these 
imply disagreeable 
levels. 


dirty word to a store- 

community promotions 

controls at too many 
However, in the case of a “community 
theme” promotion, there could be no more 
need for regimentation than an agreement 
that each merchant will use the same theme 
copy on a good size sign in his window; 
that he'll use the same logo and the same 
colors. 

His merchandise and its price is his own 
affair, although if he wishes to create an 
overall attractive downtown image that will 
compete with the modern shopping center, 


—Above are before and after remodeling photos 
of Riedes' department store, Cassopolis, Mich. 
. . « This example of what new store fronts can 
do for the small town was done by Kawneer 


Company, Niles, Mich.— 


he will of his own volition, display his most 
attractive merchandise in clean windows at 
all times, as though he too were just inaug- 
urating his “Grand Opening.” 

While the cost of modernizing the front 
and interior of a store is one that presents 
numerous complications, the cost of cooper- 
ating in downtown theme promotions should 
be no more than an existing display budget. 

The great bug-a-boo that’s forever haunt- 
ing downtown stores is the professed greater 
convenience of the shopping center. Yet 
recent surveys indicate that parking in a 
shopping center and congestion on the high- 
ways leading into the center during peak 
shopping hours are so great that shopping 
center convenience is becoming an old wive’s 
tale. 

The convenience during 
peak shopping hours as well as on a slow 
Monday. Yet it is during these peaks that 
parking lots are full so that the greatest 
number of motorists have to park blocks 
away from where they wish to go. On a 
rainy day, the trek back and forth with arms 
full of packages is not convenient. 

To nullify the debatable advantage of 
“convenience” in the shopping center, the 
downtown merchant must always remember 
that he has greater natural traffic than any 
shopping center at all times. 


shopper wants 


It is of course true that all traffic in the 
downtown trading area cannot be called 
“shoppers” in the strict sense that shopping 
center traffic is considered. 


But they all have eyes; they have minds; 
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they have needs and wants; and they have 
money. 

And what is more important, they are 
walking past downtown stores several times 
every day in the week, sufficient to see, be- 
lieve, remember, and do something about a 
“new shopping image.” 

While they are frequently disinterested 
pedestrians, they are also potential shoppers 
at all times. 

Whether they remain disinterested depends 
on what each merchant in the downtown 
area does to create a new image that will 
stop and sell these potential customers. 

This new image cannot be created by 
merchandise and its attractive competitive 
price alone. 

It must be an image that, like people, has 
an outstandingly clear and definite person- 
ality, an image to stick with, one that has 
integrity of purpose. 

Nor can the whole downtown trading area 
revive interest and belief in this new image 
if only a few merchants strive to create it. 

This new image can be modeled with 
great speed and at a realistic cost when all 
merchants in the area work on a single- 
minded program to modernize their interior 
and window displays. 


New Versatile Clamp 
Will Appeal To Displaymen 

Here is a tool that does away with many 
of the time-consuming problems of display 
construction, in particular the holding of 
mitred joints for gluing. This recently 
patented hand spring clamp has pivoting 
stainless steel toothed jaws _ particularly 
suited to grip wood, plastic and soft metal 


surfaces at practically any angle. No pre- 
setting is mecessary as the jaws of the 
clamp adjust to any size angle up to ap- 
proximately 150 degrees. Surfaces that 
should be protected from the double row of 
serrated jaws on the clamp can be covered 
with masking tape. A coiled spring in the 
handle applies pressure. 

For the time being, the clamps are being 
sold only by the inventor, Mr. Arvids Iraids, 
5930 Argus road, Cincinnati 24. Write for 
a copy of his brochure including many testi- 
monials. Jobber inquiries also invited. 


New Wig Brochure 
By Herzberg-Robbins 

Write to Herzberg-Robbins Inc., 110 West 
30th street, New York City 1, for a copy of 
their latest illustrated brochure describing 
the latests styles in women’s and children’s 
wigs being distributed by the firm. 
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Whenever you 





Victorian style: 1", 142", 2%", 4" high 
Roman style: 3%2", 5" high, also in white 
write for folder 


ftwien Display 


133 west nineteenth street 
new york 11, new york 

















ey “FAIRWAY GREEN” 


* GRASS MATS 


STANDARD 3 ft. x 6 ft. 


$°> .95 


EACH 
NOW, just in time to brighten your spring displays— DOZEN $45.00 


{and brighten your budget) Art Cohen Co. is quoting 
the lowest prices on green grass mats — in all sizes! PRICE LIST 
Natural-looking extra thick grass mats, with 72 rows x 10 ft..$ 8.40 5 ft. x 15 #t.. $21.00 
of turf stitched to durable burlap and with hemmed .x 15 ft.. 12.50 6ft.x 6 ft.. 10.00 
edges — so lush and realistic looking. All grass mats -x 30 ft.. 25.00 6ft.x 10 ft.. 16.80 
ee guaranteed full size Radannat end uikiosaeed hp Bs = 2S. 
' ‘ ' x 10 ft.. 14.00 60°" Diam... 8.25 
Order now at the lowest prices! 36 Diam. . .$3.15 


GREEN GRASS SPRINKLINGS 
3 Ib. Carton 


$2. 
(Covers approx. 40 sq. ft.—! in. thick) 
50 ib. Carton ‘ ART 2 c 
100 Ib. Carton ) . * - 


Mail orders filled immediately 
810 PENN AVE. °« PITTSBURGH, PA. 











FLASHERS 


Since 1900 


Force Attention, Increase Advertising Value 


x Sei eee 


ELECTRIC COMPANY 


3055 soo ROAD RIVER GROVE, ILL." 














REPRESENTATIVES 


WANTED 
TO SELL 


Beau Monde 
Mannequins 


TERRITORIES 
OPEN 


Send your 
Qualifications to the 
Attention of 


MR. HARRY YEDOR 
Executive Vice President 


American Fixture Inc. 


2300 Locust Street 
SAINT LOUIS, MISSOURI 
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display manulacturers 
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david hamberger inc. 





CHRISTUS BIBLICAL GARDENS 


(Continued from page 29) 


quite important that they appear realistic. 
The palm fronds themselves were no prob- 
lem. The display suppliers were loaded down 
with the genuine article. But no matter how 
well a simple thing like a palm trunk is 
simulated, it still cries out “FAKE!” After 
checking into the cost of transporting two 
real ones from the coast it was decided such 
an expense would be justified for a perman- 
ent exhibition of this kind, and so it was a 
week later that they arrived post haste from 
Florida, all wrapped in cardboard and 
weighing about a ton apiece. We were in- 
formed that the weight was due to an ex- 
cessive amount of water in palm trees and, 
for that same reason, if we did not do some- 
thing with them pretty fast they would sim- 
ply rot away. It took eight strong men and 
myself to carry and secure them, plus a great 


| deal of wood preservative both inside and 
_ out before everyone was satisfied that they 


would stay with us. Later, after several 


| coats of shellac to bring out the exquisite 


markings and the addition of the leaves 


| above, all agreed that it had been well worth 
| the trouble. 


For the large expanses of rock in this 
scene and many others we used colloid- 


| treated fabric over a chicken wire founda- 
| tion, and it worked well. For finish to this 


we employed several different techniques, 
our favorite being texture paint, which can 
be applied with brush, sponge or even the 
hand, depending upon the effect desired. It 
also makes a very good ground for water 
paints with an excellent surface for dry- 
brushing. In one or two instances where 
more detail was required in simulating these 
rocks we mixed white sand with resins. This 
mixture dries hard in about 15 minutes and 
looks so much like rock it requires no fur- 
ther treatment. On yet another occasion we 
had the plasterers, who were working in 
the building at the same time, spray one of 
their own concoctions over what was to be 
a rocky ground area. It was some kind of 
outdoor stucco they used, and it, too, ad- 
mirably suited our purpose. 

A large supply of foam plastic also came 
in handy on this job. This material is a 
boon to display and it’s possibilities are 
often underestimated. We used it down in 
Tennessee for making everything from 
bricks in the “Suffer the Little Children to 
Come Unto Me” scene to bread buns in The 
Last Supper. With the aid of a handy little 
gadget, a hot wire sculpting machine, you 
can carve it into any conceivable shape. 
Working over it with a heat gun also gives 
you a number of different effects. We par- 
ticularly liked the aged appearance it gives 
to bricks. 

Newsmen and other pre-opening critics 
got a great kick out of the huge millstone 
that stands at the door of the sepulchre in 
The Empty Tomb scene. It was five feet in 
diameter and nine inches thick ... but it 
could be lifted with one hand. 


Catalogue Describes 
Filigree Panel Uses 

A free catalogue is offered by Filigree 
Center, 226 Nepperhan avenue, Yonkers, 
N. Y., showing how to use decorative, die- 
cut birch filigree panels in displays. 


Kreis on "Ask the Experts" 
Panel for Chevrolet Dealers 

Display Director Joe Kreis of Saks Fifth 
Avenue, Chicago, took part in a roundtable 
discussion on dealer display for the Chev- 
rolet Division of General Motors held in 
Detroit, January 16, 17 and 18. 

Experts in the fields of display, advertising 
and prospecting (direct selling, door-to- 
door, over-the-telephone, etc.) presented 
their ideas in three panels on how Chevrolet 
dealers might more effectively merchandise 
automobiles. The informal discussions were 
filmed for future showings to dealers, sales 
managers and other field personnel, nation- 
wide, having to do with sales. 

To present dealer display problems, Chev- 
rolet dealer John Lamb of Orlando, Fla., 
acted as moderator on the display panel. 
Chevrolet Division sales executives were 
pleased with the discussions and thought 
them well worthwhile, Mr. Kreis said. 

The film, to be released soon, will be en- 
titled, “Ask the Experts.” 


New "Kids" Catalogue 
By L. A. Darling 

An all new collection of “Spritely Kids” 
plastic mannequins is featured in a new cata- 
logue No. 485 from The L. A. Darling Com- 
pany, Bronson, Mich. The newest members 
of the “Spritely Kids” family include 48 
mannequins in growing girls and boys from 
ages two through twelve, subteen girls, fra- 
ternity preps, and all rubber babies. 

All plastic figures are reinforced and have 
removable rubber arms. A choice of metal 
or glass bases is available. Facial features 
are hand decorated in permanent oil colors 
to add life-like appeal. The girls feature 
natural-looking removable rayon wigs. 


Display Center Firms 
Seek New Locations 

Exhibitors at The Display Center, 400 
Eighth avenue, New York City, are seeking 
new locations following expiration of their 
current leases on March 31. The attempt 
to establish a year-round exhibit of display 
materials in one location has failed after a 
vigorous struggle for the past two years. 

Display City, Inc., an affiliate of The Dis- 
play Credit Association, Inc., and headed by 
Maxwell A. Sturtz, organizer of The Display 
Center, is also seeking a new location. Dis- 
play City is a buying service, manufacturers’ 
representative and distributor for display 
materials, exhibit works, packaging and 
premiums. 


Dutch Writer Needs 
Material Information 

Alfred Keyser, Noorderhavenkade 23A, 
Rotterdam, Holland, is writing a book on 
display to be published this year, and he 
needs photos and details concerning Ameri- 
can display materials to include in the 
book. Would display manufacturers and 
suppliers please fill his request. He has 
contributed several articles and _ photo- 
graphs published in DISPLAY WORLD. 
In turn, DISPLAY WORLD has provided 
him with many display photographs that he 
has published in the Dutch display magazine, 
Studio, of which he is editor. ‘ 
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Selectroslide Now 
Uses Film Strips 

With the introduction of the “SL” series 
of Selectroslide by Spindler & Sauppe of 
Los Angeles, a remarkably automatic slide- 
changing projector was made available 
through the addition of a most efficient film 
strip attachment. 

Briefly, the strip of 35mm film is placed 
in the cup on top of the focusing mount with 


the leader coming from the center of the roll 
of film in a clockwise direction. So, after 
the strip has passed through the Selectro- 
slide it is automatically rewound during the 
projecting, and is ready for the next show- 
ing without delay. No unrolling or re- 
winding. 

Interested firms or persons are invited to 
write the manufacturer for a new bulletin 
describing the film strip attachment for 
“SL” series Selectroslide projectors. Ad- 
dress inquiries to Spindler & Sauppe, Inc., 
2201 Beverly boulevard, Los Angeles 5/7. 


Kleen-Stik Becomes 
National Starch Subsidiary 

The board of directors of Kleen-Stik 
Products, Inc., has agreed, subject to the 
approval of its stockholders, to become a 
wholly-owned subsidiary of National Starch 
and Chemical Corporation in exchange for 
shares of National Starch common stock. 

Kleen-Stik will operate as a separate cor- 
poration under its present management, and 
headquarters will be continued at its present 
location in Chicago. 

Kleen-Stik manufactures pressure-sensi- 
tive backed labeling papers, foils and films 
primarily for the graphic arts and packaging 
industries. National Starch and Chemical 
Corporation is a leading manufacturer of 
packaging adhesives, and is also a major 
producer of vinyl acetate polymers and 
copolymers, and is a substantial refiner of 
corn starch and its derivatives. 


Elect Moves to New, 
Larger Quarters 


Morris Ruderman of Elect Manufacturing 
Co., Inc., manufacturers of artificial flowers, 
novelties and displays, announces that the 
firm has moved its offices and showrooms to 
new and larger quarters in its own building 
at 62-21 Flushing avenue, Maspeth, L. L., 
N. x. 
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SLEEVE FORMING MADE EASY with 


live foam rubber FLEXPADS cloth covered 


— 
Fits flat chested or conventional suitform 


* 

Pre-formed — lightweight — flexible non-slip 
& 

No shapeless cushions, tissue, stuffing or springs 


3 styles — REGULAR — IVY — SLIM 
One size fits all sizes 38, 39 and 40 
Price $7.50 per pair — FOB factory 


CO-ED CO. 


412 Amsterdam Ave. Bridgeport, Conn. 











Max Schachter Company 
SERVING THE NORTHWEST 


@ Finer Mannequin Repairs 
@ Sales and Rentals of Mannequins 
@ Fixtures and Store Planning 


e@ FREE PICK UP AND DELIVERY 


Representatives throughout the Northwest 


Max Schachter Co. 9400 S. E. Powell Bivd., Portiand, Oregon 
Telephone: PRospect 1-2131 








‘FRED- MOR’ 
GARMENT RACK 
SIZE DIVIDERS 


give the garment 
rack ‘Class’. 


Size cards are renewable 

and removable. Two cards 

eae with each Divider 

. Colors Milk-White, 

Mushroom. 20¢ 

Bronze or Silver- 
Chrome 30c each. 


IMPERIAL MANUFACTURERS REPRESENTATIVES 


1938 No. Commonwealth Avenue Los Angeles 27, California 





@472”° WIDE P 


PLEASE SEND ME YOUR Pee —" 
60 NEW COLOR SWATCHES OF 72” WIDE FELTS FOR DISPLAY. 


FIRM NAME 








STREET 














PERSONAL NAME PERSONAL TITLE 























Cc E NTRA a FELT & FABRICS CORP 
24 WEST 25TH STREET, NEW YORK 10, N.Y. 
CHelsea 3-5415 
































COLORED BURLAP 
DRAPERY FINISH 


20 Stock Colors Buy Direct 


DARKS @ PASTELS ® DISPLAYS 
SHOWROOMS ® CURTAINS ® DRAPERIES 


Genuine Knotted Fishnet — 8 Colors 
Linen Theatrical Gauze — Metallic Meshes 
Non-Tarnish Tinsel Cloths — Jewel Cloth 


VAN ARDEN FABRICS MFRS. 
Division N. Y. TWINE CORPORATION 
9 NORTH MOORE STREET NEW YORK 13, N. Y. 














my 


YOUR OWN INITIAL IN A WOOD LETTER 


Designed and made with the skill 
and artistry of 30 years in the 
field that fine cut wood letters 
bring. Style and price sheets sent 
upon request. Special discounts 
to large users. 


112 N. 9th St., Phila. 7, Pa. 
WAlnut 2-5334 « WaAlnut 2-4953 


FAS7/...but Gentle 
MIRAKLEEWN 


The MIRACLE CLEANER with a 1.001 uses! 
For MANNEQUINS, FIXTURES, and PLASTICS 


A Littie Gees A Leong Wey + Rub On -Wipe Off 


st. by TROPICAL DISPLAY -4041 NW 28 St.,Miemi 42, Fic 








DEKOPHANE 


The Technical Cement 


Tis 
eaaur 


i 


“ 
ve ng 


i ae 
a. Abd } 
| Quart . . . $6.75, Post-paid 7<* a ey tee 


THE CRYSTAL ESSENCE CORPORATION 
Bound Brook, New Jersey 








DECORATIVE FOILS 


R P Expanded Aluminum Foil, R P Ex- 
panded Puffing Foil, R P Unexpanded Foil, 
R P Non-Expandable Foil, R P Base Metal 
Write for Samples 
RESEARCH PRODUCTS CORPORATION 
1015 E. Washington Ave., Madison 1, Wisconsin 








SHOULDER COVERS 
Crystal-clear — polythene. 
Price list and samples on request. 
JOBBERS ONLY 
CORONET MFG. CO. 


BOX 35 VYARDVILLE, N. J. 











USE THE 
Opportunity Exchange 


Fer any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 

REPRESENTATIVES WANTED 
$5.00 Per Column Inch — CASH WITH ORDER 
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SCULPTURED FIBERGLASS URNS 


Now, you can order these VERSATILE, UNBREAKABLE URNS, suit- 


J . able for any type or period display, direct from our factory. Urns 
DISPLAY WORLD appreciates the oppor- are watertight, hold dirt or fresh flowers. Low retail prices range 


taille tah acl the insta tes wel from $6.00 to $15.00 each. Colors: White with gold spatter or any 
ous display contests conducted each year, 
but asks for a little patience. The past 
year has been exceptionally crowded. 
Perhaps we'll be able to catch up in this 
respect in coming months. Here are 


three winners for a start. 


E13—$10.00 
Dg as E14—$6.00 £11—$12.00 E12—$10.00 
Heignt 15° Width @/, Hat. 71/9" Hot. 13°" Hot. 20" 
Wdt. 7" Wat. 11" Wdf. 7" 





ORDER DIRECT 


from this ad. @ver Style Bhitia Co. 


Prompt shipment. 
2411 Westchester Ave. New York 61, N. Y. TYrone 2-8400 


Yp, 


a EO 


Have your manikins re- 
The other two photos are by the same person, / finished with the new- 
William Russell, display manager for Demery’s, est hairstyles. 

Detroit . . . They are of the top winners in Shul- | M A D | S O N A 
ton's Old Spice Father's Day Display Contest for MAN K N S 

1959 (top) and 1960 ... He took home $1,000 ; ' nec. 


each time in the "cities of 220,000 or more” “g i mad dy * Fei ; 
classification— 3007 Canton St., Dallas 26 











—At top is a winner in the duPont contest con- 








ducted last year . . . The display manager is 
Bob Martin; the store, Froug's Tulsa, Okla.— 

















® WHEN WRITING TO OUR ADVERTISERS PLEASE MENTION DISPLAY WORLD ® 








MODEL M-1448 (sHown teow 
PRINTS ALL SIZES UP TO 14” x 48" 


FEATURING — “MAGNETIC” TYPE LOCK-UP 


GREATEST ADVANCEMENT IN SIGN MACHINES WITHIN LAST 25 YEARS 


, ry, SPEED. ‘SIMPLICITY 
Wy LOW OPERATING COST----LONG LIFE 


NO MODERN STORE IS COMPLETE WITHOUT A 
SHOW CARD PRINTING MACHINE! 


PATENTS APPLIED FOR 


MODEL "M"—Using regular printers’ 
metal and wood type. 
MODEL "B"—Using rubber type. 


@ BOTH MODELS MADE IN 3 SIZES 
@ COMPLETE UNITS FROM $158 UP 
e MANY NATIONAL CHAINS HAVE 
FROM 50 to 500 OR MORE IN USE 
FOR DETAILS WRITE 


DISPLAY EQUIPMENT CO. 
BOX C-146 ADRIAN, MICH. 
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Mannequin 


WIGS 


No Measurements Necessary! 


WRITE FOR 
NEW WIG 
BROCHURE 
JUST OUT. 


Mannequin Repairs . . . Rentals 


RECONDITIONED 
MANNEQUINS 


LADIES ... CHILDREN'S ... MEN 


Hundreds to choose from... COMPLETELY 
REFINISHED ... LOOK ABSOLUTELY 
NEW! A terrific money saver! 





Write for Catalog 


oe hog ites satis “tant Greek, tm te a ¥ 


y 


~fhsteatiien and Rh 


TABLES 


The finest quality 

turn table on the 

market today. oka E- 

They will give you wonderful motion dis- 

plays. 10 models. Write for literature. 
Sold by leading jobbers 


ULRICH BROTHERS, INC. 
2923 Agnes Corpus Christi, Texas 





AUTHENTIC FROM 


Aawatt 
POLYNESIAN 


DESIGN 
PAPER 











All Types of Finishing 
Dowels ond Balls in Stock 
H. ARNOLD WOOD TURNING CO. 


363 Union Avenue, Brooklyn 11, N. Y. 
STage 2-5693 
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‘<Now that first postwar needs have been 
satisfied, the consumer of the ’60s is likely 
to have a new set of motivations. He is like- 
ly to become a more discriminating buyer. 
He is likely to pay less attention to price, 
and more to quality. In short, growing num- 
bers of Americans will want better things, 
not just more things. And they will pay the 
extra that quality demands, once they are 
convinced that the claimed quality really 
exists. 

‘<‘Style’ is not something that manufac- 
turers and designers have forced down the 
throat of the customer. Rather it is the 
outward expression of people’s inner needs 
and desires, and as such it represents a po- 
tent ‘third force’ working to influence the 
destines of products. 

, the obsolescence comes as a re- 
sult of deliberate long-range planning for 
new and better products to satisfy the needs 
of an increasingly competitive market and 
an increasingly sophisticated consumer audi- 
ence. 

‘¢This is what we mean by ‘planned obso- 
lescence. This is not wrong, morally — or 
any other way. On the contrary, it is good 
for the customer, good for the manufacturer 
and good for the economic growth of the 
nation.” 

—Says the current issue of Design Sense, 
a publication of Lippincott and Margulies, 
Inc., New York City industrial designers. 

e 

‘<<It has become apparent to officers of the 
National Display Guild that there is a seri- 
ous lack of communication between mem- 
bers of the professional installation industry, 
producers and suppliers, as well as with 
advertising agencies and their clients. 

‘¢Trade paper publicity has helped, but 
it was still quite shocking to learn only a 
few weeks ago that important executives of 
several of the largest advertising agencies 
knew nothing about the availability of pro- 
fessional installation services across the 
country. 

‘<¢It was equally disturbing to learn that 
political organizations are equally ignorant. 
These organizations need to set up tem- 
porary headquarters for every election, and 
there is at least one election each year in 
most communities. They have, for most 
part, been relying on amateur volunteers, 
whose previous experience has at best been 
arranging the decorations for a Hallowe'en 
party or church bazaar. Two such organ- 
izations were delighted during the recent 
Presidential election to learn throug the 
National Display Guild that they could buy 
both materials and professional installation. 
Money to pay for both was not a problem. 

—Excerpt from newsletter distributed by 
the newly formed National Display Guild, 
Chicago. 

e 

‘<¢Every conceivable outlet for fashion is 
selling price today. The dime stores, the su- 
selling price today. The dime stores, the super- 


markets, the discounters are all appealing to 
the customer’s concern with price. Depart- 
ment stores cannot afford to compete at this 
level; they must offer another lure to con- 
sumers. They just have to trade up in fash- 
ion and quality terms, putting fashion in big 
type and price in small. 

‘¢Today, good fashion is available at every 
price. Stores must trade their customers 
up to this kind of fashion in every depart- 
ment, from budget to custom salon. I’m con- 
vinced that if they do that, customers will 
trade themselves up in price. 

‘<The customer the department store must 
concentrate on is the one who is interested 
in quality, personal attention, service and, 
possibly, exclusivity. My motto has always 
been, ‘Fashion sells more merchandise than 
price tags.’ It’s certainly true for this cus- 
tomer; I think it’s also true, ultimately, for 
the price shopper.” 

—Opinion of Mrs. Ruth H. Ewell, upon 
retirement as fashion coordinator for Allied 
Purchasing Corp., New York City, as re- 
ported in Women’s Wear Daily. 

* 

one of the major problems re- 
tailers face this year is that of revitalizing 
or rebuilding downtown. There are four 
reasons for the downtown crisis. First, the 
retailer himself who refuses to modernize 
his store and is not willing to spend any 
money on promotion. Second, there are the 
landlords many of whom deserve blame for 
the downtown situation because of high ren- 
tals, their lack of contribution to the re- 
modeling of store fronts and interiors, and 
their failure to contribute anything to overall 
downtown promotion. City management can 
also be cited for failure to provide adequate 
parking and proper lighting as well as not 
controlling high assessments. And finally 
there is the consumer who is often also to 
blame because he is too lazy to get dressed 
to go downtown. 

‘<It is important for the retailer to strength- 
en his downtown operation. The branch is 
no stronger than the main store. It’s far 
more important to keep your main store in 
good condition than to open branches and 
to let the main store deteriorate. Keep your 
downtown store as modern and up-to-date as 
the merchandise you sell. Make it as at- 
tractive as the suburban branch which is the 
ultimate in modern shopping attractiveness. 
Instill in your people the same cheerful and 
friendly attitude which marks so many suc- 
cessful suburban operations.” 

—Excerpts from address by J. Gordon 
Dakins, executive vice-president, National 
Retail Merchants Association, at 1961 Busi- 
ness Outlook Conference at Washington, 
o. <. 

e 

<s<Only 29 of 100 persons who came down- 
town on a normal business day did so spe- 
cifically to shop. 

However, 57 out of the 100 wind up by 
making a purchase before they return home. 
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More than 2,000 pedestrians were covered 
by the interview. Out of every 100, 43 worked 
downtown, the 29 were shoppers, and the re- 
mainder were downtown for other reasons. 

Almost one-third of those interviewed 
depended on public transportation to reach 
the loop, while 19 drove cars.” Results of 
recent survey taken in Des Moines, lowa, by 
Real Estate Research Corp. of Chicago. 

e 

‘¢Waste in display materials still exists 
and in great quantity. The stuff isn’t the 
right size — it’s too long on commercial and 
too short on theme — it’s not wanted in the 
first place — or it’s wanted but arrives too 
late. As for lateness, several operators told 
me they have adopted the policy that if the 
material isn’t available and on hand when 
the salesman presents the deal they do not 
accept the offer. This policy has come about 
as a result of too many promises that didn’t 
come true. 

‘<The most popular display materials cur- 
rently in broad use are theme materials 
which permit store-wide or department-wide 
use. 

‘¢Probably the greatest area of oppor- 
tunity and the least exploited display device 
is the traveling spectacular. Every operator 
I talked to stated that he could and would 
use one or two traveling spectaculars which 
offered extra size, dimension and/or move- 
ment. If it added excitement to their stores 
and provided a good theme for display with- 
out taking up too much floor space they 
would welcome this kind of material. And, 
if it would easily permit the tie-in and 
display of other, preferably long profit, items, 
it would be doubly welcome. A good exam- 
ple of this sort of event is the Betty Crocker 
spectacular currently in circulation and the 
Star-Kist lighthouse. These units were con- 
sistently cited as very usable, desirable sell- 
ing aids. 

‘¢As one operator put it, ‘lll be damned 
if I'll put up a lot of pictures of cans and 
bottles and packages in my stores — what 
I’m interested in is stuff that will give my 
stores a little class and excitement — that’s 
what I’m looking for.’—By Michael J. 
O'Connor, director of merchandising, Tat- 
ham-Laird, Chicago, in Advertising Age. 

oe 

‘¢The life of a mannequin in finer stores 
is about three or four years. In lesser stores, 
it’s around six or seven years. Most fashion- 
conscious display directors and store manage- 
ment executives are aware of the importance 
of front footage and know that their win- 
dows must reflect the latest in styles 
Mannequins are the eyes of a store. If display 
wasn't as important as we claim, how many 
stores would be on Main street, USA, paying 
Main street rents? They'd be off on some 
side street, paying maybe one-tenth of the rent 
—and drawing maybe one-twentieth of the 
traffic.”—-Max Mayer, president, The Greneker 
Corp., as interviewed in Women’s Wear Daily. 

® 

‘¢Variety store managers are hungry for 
display material that will help them trim better 
windows and arrange more attractive counter 
displays. Those manufacturers who supply 
them with the right kind of displays and sales 
aids are those whose lines will get more than 
an even break.”—Jud Ellis, retiring sales pro- 
motion director, G. C. Murphy Company, 
variety store chain, in Chain Store Age. 
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Keminiscing 


Elected as officers of the St. Paul Display- 
men’s Association were the following: pres- 
ident, C. E, Shoemaker, Macey’s; vice-pres- 
ident, F. Bennet, Stillwater, Minn. 

Frank Dodson, formerly with Wolff Broth- 
ers, Wichita, became display and advertis- 
ing manager for Carr’s, Inc., Minneapolis. 

Archie Griner, Kaufmann’s, Pittsburgh, 
and B. J. Alexander, Fowler Dick & Walker, 
Binghamton, N. Y., were announced as 
winner in their respective divisions in a 
national display contest making a tie-in 
with “Mickey Mouse.” 

The second annual banquet of the North- 
crn Indiana Association of Display Men, 
held at South Bend, drew an attendance of 
60. Frank G. Bingham, Robertson Broth- 
ers, was master of ceremonies. 

Joe Lombard, Bond Clothing Company, 
was elected president of the Greater Cincin- 
nati Display Club. He replaced Joseph 
Y outcheff. 

At a meeting of the St. Louis Display 
Men’s Club the speaker was H. C. W. Col- 
lins, Arthur J. House & Co., Rock Island, 
Ill., who discussed the difference between 
English display and that of this country. 


MARCH, 1951 

Walter H. Baxter, Jr., was appointed dis- 
play manager of David's, Houston. 

Officers of the Western Display Associa- 
tion were elected. They were: president, 
Paul Smith, J. W. Robinson Company, Los 
Angeles ; chairman of the board, Del LeSage, 
Spokane Department Store, Spokane; vice- 
presidents, Adrian Delsman, Famous-Barr, 
St. Louis; J. Mack Ingram, L. Hart & Son 
Company, San Jose, Calif.; Harold Kelly, 
Desmond’s, Los Angeles; W. P. Hansen, 
ZCMI, Salt Lake City; Roger Pickett, Rath- 
bun’s, North Hollywood; Joseph T. Sjursen, 
Frederick & Nelson, Seattle; secretary, Eliz- 
abeth Hearn, Western Display, Los Angeles; 
treasurer, Stanley E. Thompson, The May 
Company, Los Angeles. 

Homer Richards moved up to the display 
directorship of The May Company, Cleve- 
land, upon the retirement of Frank Collins. 

John Liles left Bloomingdale’s to join 
3onwit Teller as executive assistant to Gene 


Moore, display director, in New York City, 


succeeding Walter Hazeltine, who became 
head of display for McCreery’s, same city. 

Mrs. Grace Everest, one of the first women 
ever to be appointed display director of a 
leading department store, resigned that post 
with Scruggs, Vandervoort & Barney, Inc., 
St. Louis, because of ill health. She was 
replaced by William J. Schrick. 


Creped Paper Tape 
Has Display Use 

A general purpose creped paper tape, in 
a wide variety of colors, is now being pro- 
duced by Arno Adhesive Tapes, Inc., Mich- 
igan City, Ind. The tape is backed by a hi- 
tack, stain resistant, rubber based pressure 
sensitive adhesive. It comes in red, yellow, 
blue, green and pink. Write for a sample 
of C-659 tape. 























SHIRT FRONTS 


P ROX & SLEEVE PADS 


Proxy Shirt Fronts dress up manikins 
and keep shirts on sales counters. Combed 
white broadcloth or oxford, sanforized 
shrunk, in collar size 15. Specify collar 
style when ordering. © Conventional 
® Short Point (illustrated) e Widespread 
e Oxford B. D. Packed % doz. to box. 


$16.50 per doz. 


a) 


Proxy Sleeve Pads are semi-flat in de- 
sign for contemporary suits. Quilted 
padding prevents bunching. Hollow 
center open at cuff. Gray sheen cotton 
covering. Box of 3 pairs $14.00 
Merchandise Shipped 2/10 EOM, FOB Trey, N. Y. 


Order From 


THE DUBLIFE COLLAR CO. 
295 Madison Ave., N. Y. 17, N. Y. 














Creators €6 
Manufacturers 


of Sales 
Producing 
Displays 

& Fixtures 


| yf SCREENS + DIVIDERS 
MAGNETIC LETTERS 
CHANDELIERS 
EASELS 
FLOWER CARTS 
CENTERPIECES 


ee 
SEE YOUR 
FERROCRAFT 

hi 25.0 ae) -)-14.; 


ERROCRAF | 


MORGANFIELD, KENTUCKY 


SPECIALISTS IN WROUGHT IRON AND 
WIRE DISPLAYS IN COLORS AND BRASS FINISHES 








— 


909 S. E. FLA. 








CLEAR PLASTIC 
Pyramid Ticket Holder perfect 
Complete the picture of ultra-smartness created 
with plastic displayers by using ticket holders of 
holders are just the thing for soft line display. 
CL 10 Package of 50 
R. C. QUENSELL 
15TH CT., DEERFIELD BEACH, 
Puffing Foil & Base Metal 
R. A. OHLHORST 


Molded of 
i> 
for small point of sale pricing. 
clear plastic. These beautifully molded ticket 
Lots of 100 
278 Johnston Ave. Jersey City 4, N. J. 











BRASS & CHROMIUM RAILINGS 
we. a 


S. PARKER HARDWARE MFG. CORP 





DISPLAY TURNTABLES 


e Heavy Duty e All Steel 
ALL SIZES — Large or Small 
Write for free illustrated folder 


AMER-STAGE EQUIPMENT 
805 E. 134 ST., Bronx 54, N. Y. 





— 


BAMBOO POLES 
PHILIPPINE MATTING 


all types — all sizes — lowest prices 


PAN-ASIA COMMERCIAL CO. 


16823 Lakewood Bivd. Bellfiower, Calif. 
MEtcalf 3-0678 














Unusual CUSTOM DIVIDERS 
Original designs by Anne Fegley to your style and 
specifications. Brass, Wrought Iron, Wood, Plastic, 
Glass and Combinations. 


modern creators 


DESIGNERS — MANUTACTURERS 
71 W. 23 STREET EW YORK 10, N. Y. 


WINDOW DISPLAY 


State Approved Certificate a ae Day or Eve. Appr. 
for Vets and Foreign oe “SF a a 
professional course in N. 

REGISTRATION OPEN ENROLL ‘Now’ 


PAN-AMERICA ART SCHOOL 
316 WEST 57th STREET, N.Y.C. PL. 7-0064 
Our Graduates are in Demand 

















imported ANTIQUE FASHION Prints 


in hand-made French Mats, 12” x 9” & larger. Assort- 
ment of 6—$22.50. “BON-TON” Fashion Plates by noted 
French artists (PARIS, 1921) 7” x 10”. Selection of 12— 
$8.50. Sets of 8 Orchid Plates, 14” x 10”, $10.50 the set. 
All Prints gorgeously Colored, Postpaid, Returnable. 


ORSAY BOOKS 


65-36 99th St., Flushing 74, N. Y. 





USE THE 
OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 


USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$5.00 Per Column Inch — CASH WITH ORDER 
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Plastic Set Pieces 
Developed by Sidney Newhoff 


An unusual array of decorative effects for 
store displays is made possible with a mini- 
mum of work through new lightweight plas- 
tic set pieces developed by Sidney Newhoff 
Associates of Los Angeles, Chicago and 
New York. 

Made in straight or semi-circular lattice- 
work with attractive designs, the pieces can 
be placed together or used separately to 
create a great variety of effects either as 
background for displays or as an integral 


part of the displays. For instance, two semi- 
circular pieces put together form a column; 
columns and straight pieces may be inter- 
spersed; sections may be placed vertically 
or horizontally, and sections may be put 
together to build heighth or breadth. 

While sections are normally three feet 
high, they can easily be cut in one or two 
foot sections and “caps” are made for 
columns so that merchandise can be placed 
atop them. Each 3-foot piece weighs only 
two-thirds of a pound, yet is strong and re- 
sists breakage or marring. Pieces can be 
given almost any color. 

Zant-Terrace Plastics, Inc., of Los Angeles 
is molding the pieces, using Dylite expanda- 
ble polystyrene, a product of the Plastics 
Division of Koppers Company, Inc. and 
they are being distributed exclusively by 
Sidney Newhoff Associates. 


Leo Starer Dies; 
Prominent Importer 

A well known importer of display and 
decorative materials has died at the age of 
39 of a heart attack. He is Leo Starer, 
owner and operator of Starer Imports & 
Displays, Milwaukee, for the past 14 years. 
He died January 13 while in Vienna, Aus- 
tria, his birthplace, while on a buying trip. 

His firm, one of the few of its kind in the 
U. S., will carry on under the direction of 
George Barrett. 

Mr. Starer was a graduate of a Vienna 
architectural school and came to Milwaukee 
with his parents in 1938. He was a dis- 
playman until setting up his own business 
at the end of World War II . 

Surviving are his widow, a daughter and 
his mother. 


New Corobuff Catalogue 
Offered To Readers 


Bemiss-Jason Corp. announces the avail- 
ability of a new spring-summer 1961 cata- 
logue of Corobuff corrugated printed mate- 
rials. Corobuff, which has been adopted by 
Bemiss-Jason as its trade mark, is now a 
combination of the former trade names of 
Corobuff, Display-Tex and Corro-trim. The 
new 24-page, 3-color catalogue shows over 
75 printed designs, 17 solid colors, many of 
them flame-proofed, plus numerous accessor- 
ies including staple guns, Kleen-Stik, dis- 
play poles, bins, umbrellas and designs 
printed on clear acetate. 

Bemiss-Jason now manufactures Corobuff 
products, with complete warehousing, sales 
and shipping facilities at three separate loca- 
tions, 3250 Ash street, Palo Alto, Calif., 
100 W. Cermak road, Chicago 8, and 49-20 
Van Dam street, Long Island City 1, N. Y., 
according to an announcement by Robert E. 
Allen, general manager of the Bemiss-Jason 
eastern division. 

The new catalogue may be had by writing 
to the nearest Bemiss-Jason office. 


Displayman Adds Ads 
To Duties at Rothschild's 

Mel Draizen, display manager for Roth- 
schild’s, Ithaca, N. Y., for the past four 
years, has been promoted to the newly- 
created position of sales manager. He will 
head a combination of the former advertis- 
ing and display departments. Mr. Draizen, 
working with the former advertising de- 
partment manager, now resigned, were in- 
strumental in winning for Rothschild’s the 
1958 National Brand Names Foundation 
first place award, “Brand Name Retailer of 
the Year.” 


ny 


Jachim Elected President 
Of Display Association 

Dick Jachim, California correspondent for 
DISPLAY WORLD and a well known dis- 
play representative in that area, has been 
elected president of the Southern California 
Display Association, succeeding Edward 
Mitchell, Ohrbach’s-La Mirada, who con- 
tinues as chairman of the board. 

Other officers are Maureen Campbell, 
fashion coordinator, Sears, Roebuck & Co., 
vice-president; Roland Silvestri, Silvestri 
Studios, treasurer, and Joseph Blatt, Ad- 
vance Printers, secretary. 


Portable Display Units 
Use Perforated Board 

A new line of knock down portable dis- 
play units has been introduced by Magni- 
Vis Corporation, Division of Rodin Com- 


pany, 1100 West Washington, Chicago 7. 
These incorporate light aluminum tables, 
table covers perforated panels and even 
flame proof drapery bearing the company 
logo. Seven pastel colors are featured. All 
have been designed to minimize the expen- 
sive time normally devoted to crating, ship- 
ping, delivering and handling of booth 
equipment. They can be dismantled to fit 
into an automobile trunk and can be as- 
sembled entirely without use of tools, nails, 
screws, bolts, etc. Write to the firm for 
additional information. 
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Brass, Ceramic Figures 
Decorate Wall Panels 

Almost life size modern action figures were 
designed and produced by W. L. Stensgaard 
and Associates, Inc. of Chicago for the 
Vicrtex covered wall pan: « for the luncheon 
and recreation areas of «he Ohio National 
Life Insurance Company of Cincinnati. Amos 
Par1ish Company of New York were the de- 
signers of the interiors. 

The figures were designed to depict the 
popular sports in action. Solid brass strips 
% inch thick by 1 inch wide were shaped 
as the outline. Insets of different elegant 





colored imported tiles are used. The figures 
are held about 3 inches out from the wall 
surface to allow the lighting to create a 
soft shadow line on the wall which serves 
for further animation effect. 

The Stensgaard design staff and diversi- 
fied organization of craftsmen and facilities 
with over a quarter century of experience, 
is available for special assignments in all 
sizes or materials. Such decor is both effec- 
tive and of long life and easy to keep clean 
and attractive. 


Leigh To Direct 
POPAI Meeting 


N. J. Leigh, Chairman of the Board of 
Directors of the Einson-Freeman Company, 
Inc. and a member of the Board of POPAI, 
has accepted the general chairmanship of the 
Point-of-Purchase Advertising  Institute’s 
Fourth National Members’ Meeting. This 
year the meeting will be held on Wednes- 
day, Thursday and Friday, May 17, 18 and 
19, 1961, at the Royal Orleans Hotel, New 
Orleans, La. 


Mr. Leigh has announced that only the 
first day’s proceedings, May 17, will be ex- 
clusively for POPAI producer-supplier mem- 
bers. On the second and third days, May 
18 and 19, the doors will be open to national 
and regional advertisers. This will give 
those attending from both the display pro- 
ducing and display buying sides of the in- 
dustry an opportunity to get together and 
discuss the future of this medium in the 
marketing strategy and develop a plan for 
advertisers and producers to work together 
to produce more effective and productive 
merchandising material. 
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Displaymen Should Attend 
ATI Show In New York 


A cross-section report of 101 ideas in 
exciting new exhibits of products and serv- 
ices to help solve advertising and sales 
promotion headaches has been issued by the 
Advertising Trades Institute for its 15th 
annual Advertising Essentials and National 
Sales Aids Show, opening on March 27-29, 
1961, at the Hotel Biltmore, New York 
City. Over 8,000 are expected to attend. 


Among many exhibitors already signed up 
for space on “advertising mile” are: sight- 
and-sound selling devices by Bebell and 
Bebell Labs., including new enlarged giant 
color transparencies and prints; special- 
ized color films, comic treatment and other, 
created by Vic Herman Productions; color 
postcards, including a new Jumbo line, by 
Dexter Press; sales-exciting visual aids 
from Admaster Prints, Inc.; a new line of 
sales binders by Keynote Promotions ; tested 
sales training programs by Porter Henry 
& Co.; new methods of packaging ideas and 
sales presentations by Elbe Corp., SPEC and 
Earle Jones Co., portable exhibit set-ups 
by Kruse Display Corp. 

Ways of merchandising the advertising 
dollar and spending less to sell more will 
also be featured in advertising banners and 
new logo banners for fabrics, by Holly- 
wood Advertising Co.; Sales Promotion 
Ideas magazine will be introduced; various 
plastic ad specialties by Emeloid Co., iden- 
tification seals by Stoffel Co.; calendars and 
pencil caddies from K. & D. Specialties Co.; 
new ideas in matchbook-reminders by Ban- 
tan Match Corp.; embediments floated in 
crystal clear acrylics by Clearfloat, Inc.; 
new stock material for smart posters by 
Artaid Corp. of Wisconsin; automation sell- 
ing ideas in display turntables and motors 
by Hertvy Co., and sheet metal displays and 
boxes by Merriam Mfg. Co.; photographic 
colorprints by Norman Kurshan, Inc. Newly 
created designs in industrial jewelry and 
impressive incentive award ideas and prod- 
ucts will come from the National Key Co. 
and also Ad King Products Co. 

Write for guest tickets or exhibit space 
information to Thomas B. Noble, ATI, 135 
East 39th street, New York City 16. 


COMING UP! 


Red Cross Month... 
Children’s Art Month 
Spring Clean-Up Time 

1961 Easter Seal Campaign 
President’s Day...... 
National 4-H Club Week 
National Peanut Week 
Girl Scout Week.. 
National Formfit Week. 
*St. Patrick’s Day... 
National Wildlife Week 
National Teen-Agers’ Day 
Cancer Control Month 
National Automobile Month 
National Hobby Month 
*Easter Sunday 

National Boys’ Club Week 
National Sunday School Week 
Pan American Day...... 
Let’s All Play Ball Week 
National Wallpaper Month 


Mar. 1-31 
Mar. 1-31 
Mar. 1-Apr. 30 
Mar. 2-Apr. 2 
...Mar. 4 
Mar. 4-10 
Mar. 5-11 
Mar. 12-18 
Mar. 12-25 
Mar. 7 

Mar. 19-25 
Mar. 21 

Apr. 1-30 
Apr. 1-30 
Apr. 1-30 
Apr. 2 

Apr. 10-16 
Apr. 10-11 
_Apr. 14 

Apr. 15-22 
Apr. 15-May 15 








MANICHINI 

MIitANO 

Enchanting small 

fry with a fashion- 

wise flair for every- 

vn, thing from jeans 
' to organdy. 


See the whole family at ll 


PACIFIC PROMOTIONS 
1360 S. FLOWER LOS ANGELES 15, CALIF. 
also at ZARIA DISPLAYS, New York 


FOR spttanml 


SIGNS & DISPLAYS 


LETRASET 


inital att | 











The actual letter transfers from the 
carrying sheet and on to almost any 
surface with just a light pressure! 
Hundreds of uses in the sign and 
display shops. 





Available in a wide range of styles 
and sizes. Sheets 10x 15” contain 
complete font. Only $1.50 per sheet. 


WRITE — WIRE — PHONE 
FOR SAMPLE AND TYPE CHART 


ARTHUR BROWN & BRO., Inc. 
2 W. 46th St., New York 36, N. Y. 





—South African Feather Co., Inc.— 


1015 FILBERT ST., PHILADELPHIA 7, PA. 
Established in 1906 
WaAlnut 5-5219 


FEATHERS 


@ FEATHERS FOR DISPLAY 

@ OSTRICH FEATHERS, all colors and sizes 

@ MARIBOU in 2 yard strings, all colors 

@ FEATHER BIRDS, made in Japan 

Excellent Delivery — Write for Price List 











WW. H. DISPLAY CO. 
126 Eleventh Ave. 
New York City 11 








FOR DISPLAY MANUFACTURERS & JOBBERS 
Products of Styrofoam 
Manufacturing and Processing 
Write for Catalog 


FOLIAGE CO. OF AMERICA 


LUDINGTON, MICH. 














* BLACKLIGHTS 


FLUORESCENT COLORS for 
"Glow-in-the-Dark" Displays 


Write for literature to Dept. 


75 *, 45th St. | 


Stroblite Company, Inc. *n"y.2'"s6 





Clean Mannequias and Display Fixtures with 
QUIEK, EASY, SAFE LIQUID 


! 
| 

' 

co 


Recommended by leading Mannequin Manufacturers 
Order from your display jobber. 
Spartan Chem. —P 


14th. St#., och, Calif. 


1529 W. 


Maubailein 


wood ba co. 


twmecaroaeaves 





151 WEST 18th STREET, Po YORK II, N. Y. 


WANTED! 
“ADHESIVE PROBLEMS” 


Our taboratories are anxious to work 
with industrial firms on adhesive prob- 
lems, which others have failed to solve. 


ADHESIVE PRODUCTS CORP. 


1666 BOONE AVE., NEW YORK 60, N. Y. 














EXHIBIT BOOTHS 

e Flamproofing Spray ¢ Portable Canopies 

* Mirrored Balls e Draperies ¢ Spotlights 
e Crowd Control Equipment 


FILJON, INC. 
1211 East Fayette St., Box 122, Syracuse, N. Y. 
Write for Literature 
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New Appointments Made 
By Weber Plastics 


New sales department appointments have 
been announced by E. C. Wotruba, president 
of Weber Plastics, Inc., Stevens Point, 
Wisc., one of the country’s leading custom 
molders of expandable polystyrene. 


Richard Ragnow, formerly technical rep- 
resentative in midwestern states, has been 
made sales manager, custom molding divi- 
sion, and will headquarter at the Weber 
plant in Stevens Point. 


Replacing Mr. Ragnow as technical and 
sales representative in the states of Minne- 
sota, lowa, Nebraska, North and South 
Dakota, will be the Cosom Corp., 6030 Wy- 
zata boulevard, Minneapolis 16. Cosom is 
prominently known throughout the plastics 
industry for its line of plastic recreational 
items. Cosom will represent Weber Plas- 


tics in all phases of custom molding, display, 
point-of-sale and premiums. 

To replace Mr. Ragnow in the states of 
Illinois and Wisconsin, Weber has appointed 
Reed & Associates with offices at 210 E. 
Ohio street, Chicago, and Eau Claire, Wisc. 

In announcing these appointment, Mr. 
Wotruba pointed out that the greatly in- 
creasing interest in expandable polystyrene 
made it necessary for Weber Plastics to 
have broader technical representation in the 
field to assist customers in the development 
of their ideas. 


Berg Selector Distributors 
In New Location 

A new location has been found by Berg 
Selector Distributors at Rooms 407-408, 212 
Fifth avenue, New York City. The firm 
formerly was headquartered at The Display 
Center, 400 Eighth avenue. 
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He PROVEP AN APT 
STUPENT IN THE FIELD 


OF PISPLAY, AND SOON 

REPLACED HIS IN TEREST 

IN THE FIELD OF....... 
MEDICINE . 


SPENT FOUR YEARS IN 

THE AiR FOKCE DURING 
WHICH TIME HE was 

IN CHAKGE OF AN 

AIR SEA KESCUE VESSEL 
BASED AT MATAGORDA ISLAND” 
MADE DISPLAY DIRECTOR oF 


SAKOWITZ IN 1948. Tf 





display director 
reece ee SMAMOWsTZ, HOUSTON TEXAS 


FRANK WAS BOKN SEPT. ZZ,IGIS. GRAPUATED FREOM HIGH SCHOOL 
IN HOUSTON, WHERE MANOR srTuDIEs 
ENGINEERING PRAWING. ATTENPEDP UNIVERSITY OF 
COMPLETED A PRE-MED COURSE THERE. BEGAN His WORK IN PGPLAY 
AS FIXTURE BOY IN THE PISPLAY DEPT. AT SAKOWITZ HOPING WD SETTER. 
HIMSELF FINANCIALY SO HE COULD KESUME HIS MEDICAL STUDIES. 


Oo iy i; 


INCLUDED MECHANICAL AND..... 
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MARRIED, AND 
HAS ONE SUX~VEAR~ 
OLD SON, HOWARD. 
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—The original plastilene model of 
the statue of St. Anthony is at the 
right; the finished plaster version in 
the center... At either side are the 
two major parts of the jacketed mold 
from which the plaster was cast. . . 
The mold was made by Randolph 
Plastics, Catskill, N. Y., using Smooth- 
On FMC polysulphide rubber com- 
pounds instead of a time-consuming, 
multiple part plaster waste mold— 


New Mold-Making Technique 
Uses Rubber Compound 

Where mold making is complicated by 
minute details involving numerous deep un- 
dercuts, use of cold-setting polysulphide 
rubber compounds can eliminate the tedious 
process of making multi-sectional plaster 
molds. 

A statue of St. Anthony, created by Sculp- 
tor George Kratina of Old Chatam, N. Y., 
for the Seminary of St. Pius X at Graymoor, 
Garrison, N. Y., illustrates how polysulphide 
rubber molds may be used to advantage in 
reproducing surface features that are an 
integral part of the artist’s concept. 

In some cases, use of polysulphide rubber 
makes possible reproduction of elaborate, 
complex surface textures that could not be 
faithfully reproduced by working in a non- 
flexible mold medim such as plaster. 

This was true in the case of the statue of 
St. Anthony. Plastilene was handled to give 
a rugged, dramatic effect. The finished 
model of the statue contained a multitude of 


sharp undercuts caused by overlapping gobs 
of plastilene, the reproduction of which 
would have been impossible in a non-flexible 
medium. 


In addition to making possible faithful 
reproduction of detail, flexible rubber molds 
may be especially economical compared with 
other methods where more than one repro- 
duction is required, for example in large 
applications. Large, complex molds can be 
more quickly and easily reproduced a num- 
ber of times in both industrial and artistic 
applications, of which the statue of St. An- 
thony is but one example. 


Faced with the problem of reproduction 
of the model’s complex surface, the mold- 
maker, Randolph Plastics, Catskill, N. Y.., 
devised a four-piece laminated flexible mold 
directly over the plastilene in lieu of a con- 
ventional plaster waste mold. The laminated 
mold was made from Smooth-On FMC com- 
pounds, developed by Smooth-On Manufac- 
turing Co., Jersey City. Write to this firm 
for information. 





Two Distributors 
Named by Darling 

C. A. Dixon, Inc. of 1750 Arapahoe, Den- 
ver, Colo., has recently been appointed an 
authorized distributor of the L. A. Darling 
Company, Bronson, Mich., manufacturers of 
store display and merchandising equipment. 

Ken Ikerd and Associates of Indianapolis, 
Ind., were also recently appointed for that 
area. Mr. Ikerd, owner and general man- 
ager, has been active in the display and re- 
tail field for nearly 40 years, the last 15 of 
which were spent with the Display Supply 
Company of Indianapolis. 

The Dixon Company boosts a new show- 
room of over 1300 square feet devoted to 
Darling’s line of store fixtures, visual mer- 
chandising equipment, metal displays, ap- 
parel forms and mannequins. The company 
will cover the Rocky Mountain area with 
seven salesmen and will specialize in a com- 
plete store planning and installation service. 

Mr. Ikerd will cover the entire state of 
Indiana representing Darling’s complete lines 
of display and merchandising equipment. 
The Ken Ikerd offices will be located at 
4324 New York street. 


MARCH, 19 61 


Towers Marts Names 
Store Planning Director 

J. L. Graber, vice-president in charge of 
operations of Towers Marts, Inc., announces 
the appointment of William J. Caddelle as 
store planning director. Mr. Caddelle was 
formerly of Allied Stores Corporation, and 
more recently he headed his own company. 
Visual Engineering, Inc. His new duties 
under Mr. Graber will comprise the super- 
vision of all store planning and designing 
for the existing Towers units and those pro- 
jected. The chain now has 8 units which in- 
clude 3 in Baltimore and 1 in the following 
cities: Toronto, Canada; Scranton, Pa.; 
Thompsonville, Conn. ; and Springfield, Mass. 


Door Molding Kits 
Offered by Woodcraft 


Decorative door molding kits for flush 
doors and cabinet doors have numerous dis- 
play applications and are available trom 
Woodcraft Quality Shutters, 204 Leonia 
avenue, Bogota, N. J. All pieces are pre- 
mitred and cut to size. Straight lengths are 
cut to suit on the job. Write for additional 
information and prices. 





THE INTERNATIONAL DISPLAY AUTHORITY 


DISPLAY. 
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World 


The International Display Authority 





The 
tion about 


SERVICE 
BUREAU 


DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 


anything in the display line in 


which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 


rate letter. 


lf we do not have the information 


you want on file, we'll find out for you. Avail 
yourseli of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


C) 
C) 
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Air Brushes 

Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Black Light 
Bulletin—Directory Boards 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 
Composition Pieces 
Crepe Papers 

Cut-out Letters 
Cutting Machines 
Decalcomania 
Decorative Papers 
Display Fixtures 
Display Forms 
Display Letters 


ils 
Glass Sun-fade Tint 
Glass Specialties 
Grass Mats 
Hosiery & Shoe Forms 
Lithographed Displays 
Mannequins 
Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Motors 
Mouldings 
Natural Foliage 
Paper Sculpture Displays 
Papier Mache Specialties 
Photographic Blowups 
Plastics 
Ply wood 
Price Cards—Tickets 
Price Ticket Holders 
Ribbons 
Sale Banners 
Screens, Display 
Show Card Colors 
Show Cards 
Show Cases 
Socks—Window 
Signs—Brass—Bronze 
Signs—Card Holders 
Signs—Electric 
Sign Printing Machines 
Sleeve Forms 
Spray Paints & Finishes 
Store Designing 
Store Equipment 
Store Fronts 
Tackers 
Time Switches 
Turntables 
Veneers (Imitation) 
Wall Board 
Wigs 


[) Window Lighting 
Do you wish a copy of their catalogue? 


© you plan to remodel your store soon? 


D 
Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI 1, OHIO 


—The Minnesota "Food for Peace” float attracted much attention in January 20 Inaugural Parade— 


Eaton Grass Decorates 
Prize Inaugural Float 


Five of the big floats in the Inaugural 
Parade in Washington D. C., January 2, 
owed their eye-catching beauty to lush green 
Eaton Velvety Grass and new Eaton Rafab- 
ric in several colors. One of these floats, 
depicting the Virgin Islands and entitled 
“The New Frontier” won first prize. 

Designed and built by Art Display Co., 
2315 18th place, and William P. Gelberg, 
Inc., 1293 Taylor street, Washington, the 
Virgin Island float showed Columbus’ ship 
Santa Maria approaching a luxuriant green 
grass island. The ship itself rode proudly 
in a sea of blue Rafabric. Natural-colored 
Rafabric was used to form the beach of the 
island. 

The other floats which were constructed 
primarily of Eaton Grass from Eaton Broth- 
ers Corp., Hamburg, N. Y., were the Minne- 


sota state float, entitled “Food for Peace”; 
the District of Columbia, the Four Free- 
doms and Hawaii. 

The District of Columbia float, illustrating 
the theme “Give the District the Right to 
Vote,” showed Martha Washington standing 
in the white-pillared entrance of a colonial 
Virginia home, surrounded by a lawn of 
luxuriant green Velvety Grass. Natural- 
colored Rafabric was used in the Four Free- 
doms float; while Hawaii flounted a large 
gold Rafabric star on a green grass island. 
The Minnesota float was also green and 
gold. 

Said Gunther Kilsheimer of Art Display, 
“Eaton Grass and Rafabric saved the day 
for us. The floats had to be constructed out- 
doors and there was a blizzard the day betore 
Inauguration. On the day of the parade we 
simply dusted the floats off and the Eaton 
Grass emerged as good as new from be- 
neath the snow.” 
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"See, Doc ... I've been a display manager 


too long!” 


—By Harold Page, Southern Display, 
Louisville, Ky. 


New Gold Finish 
Makes Gilding Easy 


Fused Gold is the name of a new product 
that enables displaymen to achieve the ap- 
pearance of real gold leaf on interior dis- 
plays and fixtures. The manufacturer, Bar- 
rack’s Industries, Inc., 125 North Mill street, 
Springdale, Ark., reports that this product 
is the result of 14 years of research. 

It is said to be fast drying to a thin, hard 
finish that does not crack or peel. Applica- 
tion is made easily by brush to most surfaces 
as it is self-leveling. Spraying is recom- 
mended for large or flat surfaces. 

Write to the firm for additional information. 


Slides of Contest Winners 
Available to Groups 


Gold Medal winning displays in the 1960 
International Display Contest have now been 
produced in 35 mm black and white trans- 
parencies for projection with all manual or 
automatic units. The 65 slides and a tape 
recorded commentary will be provided to 
any organization of 15 or more. Make your 
reservation now, giving a suggested date 
and an alternate, if possible. 
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DISPLA YMEN 


Well trained men are needed 
all over the country. Enroll 
now in the only thorough, pro- 
fessional, accelerated course, 
day or evening, offered in New 
York City. Prepare now for 
well paying jobs. Free place- 
ment with leading stores. Our 
graduates are in demand. 


Write, phone or come for in- 
formation. Registration being 
accepted now for the next 
course. Co-eds, Veterans, For- 
eign Students. 


PAN AMERICA ART 
SCHOOL 


316 West 57th Street 
New York City 19 


PL 7-0064 


MOONSHIP ADVENTURER FOR SALE! 


Do you have available 24 feet x 24 feet of floor space with 12 


foot ceiling? 


Do you want to bring in over 50,000 kids? 


If so, our MOONSHIP, that takes 50 youngsters at a time on a 
realistic 15 minute flight to the moon and back, with complete 
sound effects, is what you’ve been looking for! 

Comes complete with all instruments, space-suit-capes and uni- 


forms. The price is just $2,000 F.O.B. our store. 


of the original cost. 


This is a fraction 


For further information — write, phone or telegraph — 


Fred Coleman 
POMEROY’S DEPARTMENT STORE 
Levittown, Pa. 














Salesmen Wanted 


Manufacturer — quality line 
display fixtures and decora- 
tives for department and spe- 
cialty stores; over 40 years in 
business revamping sales terri- 
tories. Real opportunity for 
right parties. Write direct: 


Crystal Fixture Co. 


226 S. Wabash Avenue 
Chicago 4, Illinois 


FOR SALE 


14 Groups of Stylized Colonial 
These de- 


pict the activities of Christmas. 


Costumed Figures. 


An ideal ledge trim, in excel- 
lent condition. Original cost, 
$7,250.00. Will sell for $1,000 
plus packing. Photographs and 
complete information upon re- 


quest. 


Display Department 


Stix, Baer & Fuller 
St. Louis 1, Mo. 


FOR SALE 


Silvestri Mechanical Christmas 
Attraction. 
Shop”. 

A dramatic synchronized sound, 
Used 
only one season. Original cost 
$16,000. Will sell for $6,000. 


Complete description and pho- 


“An Enchanted Toy 


action and light display. 


tos on request. 


Display Department 


Stix, Baer & Fuller 
St. Louis 1, Mo. 


Top Aggressive Display 
Fixture Salesmen 


Wanted 


Exclusive territories on a gen- 
erous commission basis. We 
are the only Manufacturer of 
37 different styles of Adjusta- 
ble Display Easels and Display 
Stands. We need a responsi- 
ble, experienced and well-qual- 
ified man who understands the 
display profession. No objec- 
tion to non-competitive display 
lines. Please state experience, 
whom you represent at the pres- 
ent time, recommendations and 
full particulars in first letter. 


Address Box 3 BC 


Care of DISPLAY WORLD 








STUDY 
WINDOW DISPLAY 
AT HOME 


Earn good income. Easy home- 
study course. Employers: 
Sponsor our course for one of 
your employees. All will find 
this course the finest of its 
kind. School: highly recom- 
mended and established in 1905. 

The KOESTER SCHOOL 

Koester Bldg. 
Dept. DW 
3710-12 No. Cicero Avenue 
Chicago 41, Illinois 








Use Opportunity 
Exchange Section 


For Quick Results! 








Used MANIKINS $10 
2-Piece Complete—as is. Crat- 
ing charge $2.50, F.O.B. New 
Y ork. 

MADISONIA 
152 W. 25th St., New York 1, 

N. Y., Chelsea 3-1550 


Salesman Wanted 


to cover Florida area for Flor- 
ida display firm. Top adver- 
tised lines, good commission. 
Must know business and have 
good references. Preferred res- 
idence center of state. 


Address Box 3 EF 


Care of DISPLAY WORLD 








SALESMEN — REPS 
WANTED 


Tremendously successful line 
of electrified wall and window 
units for Christmas. Last year’s 
success in the New York and 
New Jersey areas compels us 
to seek out-of-town distribu- 
tion. Reply all terr. except 


N. Y. and N. J. 
Address Box 3-CD 


Care of DISPLAY WORLD 


WANTED 


Experienced Designer of flower 
and foliage units and novelties 
for window display manufac- 
turer. 


Bernard Schwartz 
and Co. 


426 East 9ist Street 
New York City 28 
Telephone LEhigh 4-4650 








WANTED TO BUY 
All Kinds of Used Display Animals 


Farm Calves, Sheep, Rabbits, 
Ponies, Squirrels, Owls, Birds, etc. 
DANBURY FAIR 
130 White Street 
Danbury, Conn. 














SALESMEN WANTED 


Quality flowers and foliage as side 
line. 20 and 25 percent commission, 
Write in detail territory covered 
and other lines carried. All replies 
confidential. 


Address BOX 3-DE 








USE THE OPPORTUNITY EXCHANGE FOR 


@ Positions Vacant 
@ Positions Wanted 
e Jobbers Wanted 


@ Lines Wanted 
@ Used Materials 
For Sale 


Only $5.00 per column inch, remittance with order. 


Forms close on 5th of month. 


Experienced Display Director 
vailable 
Trained in Holland — France — 
Germany — England and Canada. 
i2 years total experience. Now work: 
ing in Toronto. Can furnish good 
reference and Photos. Have applied 
tor visas. 
Address BOX 3-AB 
Care of DISPLAY WORLD 














_REPRESENTATIVES WANTED 
‘o sell men’s mannequins, men’s 
and boys’ forms and ladies’ blouse 
forms, in the WEST, SOUTH 
WEST, SOUTHEAST, AND EAST 
Write-— 
WESTERN MOLDED FIBRE 
PRODUCTS, INC. 
Box 9, Gardena, California 





MARCH, 19 61 
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MARCH, 1961 


This advertisers’ index is provided 
as an additional service. The pub- 
lisher does not assume any liabil- 


ity for errors or omissions. 


Adhesive Products Corp. 

Ajax Box Div. St. Regis Paper 
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American Fixture Inc. 
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lron Works 

Arnold Wood Turning Co., H. 
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ITH leading fashion designers dic- 
tating that hemlines are on the rise 
for 1961, it follows that women’s 


hosiery — and therefore display of women’s 
hosiery — will receive increased emphasis. 


At Phoenix Hosiery, where fashionable 
hosiery never went out of style to begin with, 
Kent Bedient, freelance display consultant 
for the firm, continues his superlative de- 
signs featured often in the windows and 
interior of Bergdorf-Goodman, New York 
City. 

This particular display of textured stock- 
ings was an eye-catcher entered in the 1961 
International Display Contest during Jan- 
uary, and it receives the Gold Medal for 
Display of the Month. Judging the monthly 
contest are members of DISPLAY WORLD’s 
editorial staff. 














1960 WINNERS 


First Place: George K. Payne, Wood- 
ward & Lothrop, Washington, D. C. 

Second Place: A. Van Hollander, Gimbel 
Brothers, Philadelphia. 

Third Place: Thomas B. Comerford, Lit 
Brothers, Philadelphia. 


oe 
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pended from the ceiling. The staggered row 
of leg forms wearing the textured stockings 
dispels the old complaint that leg forms 
viewed straight-on are unattractive. Notice, 
too, the new clamp-stands that hold the 
forms in place at the proper angle. 

Rules for the 1961 annual contest are the 
same as for 1960, with the same 65 categories 
again making it possible for displays of all 
types of merchandise and for any possible 
purpose to be eligible. The top three winners 
in each category win gold, silver and bronze 
medals respectively, and the displaymen 
amassing the most cumulative points (three 
for first, two for second and one for third) 
are awarded gold, silver and bronze plaques. 

Rules and classifications are published 
intermittently throughout the year. How- 
ever, anyone desiring a copy should write 
immediately to Contest Editor, DISPLAY 
World, Cincinnati 1, Ohio. 











The artistic design that is a dominant 
feature of the display is composed of stock- 
ings stretched between a wire frame sus- 


SOURCE SERVICE 


If in any of the illustrations in DIS- 
PLAY WORLD you see some property, 
fixture, mannequin, or other display 
equipment which interests you particu- 
larly, we will be glad to supply you with 
the source from which it can be ob- 
tained. Just address your inquiry to the 
Editor, DISPLAY WORLD, Cincinnati 


1, and it will have prompt attention. 








DISPLAY WORLD 





THE SHOWCARD MACHINE COMPANY, 320 W. OHIO ST., CHICAGO 10, ILL. 


Display Room: Chicago Merchandise Mart, Suite 928-C 





seul of? 
Breaks the PRICE Barrier! 


with the NEW White-White Sculpt-O-fab and 


Light Grey Sculpt-O-fab 


THIN WEIGHT SCULPT-O-FAB MEDIUM WEIGHT SCULPT-O-FAB 


Formerly NOW Formerly NOW 
$2.25Vd. $1.70 Ya. $2.95-Vd. $1.95 Yd. 


Your Choice of White-White or Light Grey Sculpt-O-fab— 
approximately 46° to 49° Wide 
NO MESSY HANDS with White-White Sculpt-O-fab — because 
it doesn’t soil. 
NEEDS NO PRIME COATS — because it dries white. 
FASTER DRYING — BETTER BLENDING — EASIER WORKING 
— MORE ECONOMICAL. 


SCULPT-O-FAB is sold only as a first quality fabric. We do not sell seconds, 
substandards or inferior merchandise. 
DRAPE IT! 


DIP IT! SHAPE IT! CAST IT! 


The Improved Versatile 
A). For Every Display 
} or Marine Use 
ys oft. and Extra Mild, Fast-Drying 
acai BW 4 Star kkk Activator 


Sold with a Money Back Guarantee... If you 
don't agree it's the best... Return it Collect. 


“SCULPT-O-FAB" and B W 4 Star is easier to handle... has its own built in adhesive . . . seams 
and blends better, because it has more stretch ... dries in 30 minutes to a shell like hardness .. . 


Lightweight ... waterproof ... weatherproof... unbreakable. 
Versatile “SCULPT-O-FAB" is also used in the marine field; for decking boats and waterproof- 


ing hulls, from prams to ocean liners . . . Sold to the display field or marine field at no change in price. 


Only “SCULPT-O-FAB" can advertise these claims 
ORIGINAL DISTRIBUTORS OF COLLOID TREATED FABRICS FOR DISPLAY USE 


156 7th AVENUE, 
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